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the paper that cheers imagineers 
and gives a deep glow of .,. oA OD 
satisfaction to budgeteers . . , | 
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EAGLE-A 


QUALITY 


TEXT AND COVER 


We're imagineers, too, who dared to visualize 
papers of sterling quality at copper penny 
prices. You'll find the exciting results in 
fine Eagle-A Quality Text and Cover Weight ; 
papers with eye-catching “vitality” for out- 
standing brochures, catalogs and advertising 
materials, by offset or letterpress. (Envelopes 
to match are available from Kent Paper Co.) 

In Eagle-A Quality Text the selection in- 
cludes Brite White, Arctic White and six fine 
colors in both wove and laid finishes. Cover 
Weight is available in wove and laid, and 
matching colors. 





EAGLEA| FAGLE-A 
PAPERS 
Sess for more creative 
PAPERS | communications 
































For a special portfolio of original design “Thought Starters”, write Dept. P. l 
AMERICAN WRITING PAPER CORPORATION, HOLYOKE, MASS. H 
Makers of the famous EAGLE-A COUPON BOND, 100% Cotton Fiber—Extra No. 1 Grade 
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33 REVOLUTION BY DESIGN 


The story behind the new look of the Saturday Evening Post. 


42 PROFILE: SMITH, HENDERSON & BEREY 


‘Total communication’ is the approach and 
creative philosophy of this New York agency. 


EDITORIAL G ADVERTISING 
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Co-Publisher and Editorial Director: 
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Ladislav Sutnar 


CIRCULATION & ADVERTISING 52 LADISLAV SUTNAR: VISUAL DESIGN IN ACTION 


Washington, D. C., 1312 18th St., N.W., 450, a 7 . y 7 ) . 
A seater ye) Definitive excerpts from Mr. Sutnar’s new book. 


Co-Publisher and Business Director: 
Robert Cadel 
Subscription Manager: 
Wilfred E. Richards ah Th TIRPE 4 Wl YPN’ 
Production Manager: Arthur Chernow 59 THREE TIERS AT ASPEN 
Auditing: A. L. Starobin 11th Annual International Design Conference. 
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PRINT is published bi-monthly, six issues 

to the volume. This is Vol. XV No. 5, ‘ y 7 ary ae 

September/October 1961, issue. Publica 65 ( I\ IL W A R ART IN 1961 

tion and editorial office, 535 Fifth Avenue, YS aa? \ sth dt Reo t nnn fe . ? ~~ ff ro . 4 me 
Naw Fork 47.1. £. tdeghone: HOrves Civil War art inspires Standard Paper Company’s promotional theme. 
Hill 7-6150. Subscription rate, $9 per 

year; foreign postage $3 additional. Copy- 

right 1961, by Kaye-Cadel Publishing 

Corp. All rights reserved. Second Class 

Postage paid at Washington, D. C. and IR ATTIRE 

additional offices. FEATURES 


PRODUCTION NOTES 4 Top Drawer 
Paper 71 Paper & Design 
Cover: Standard’s Blue Ridge 78 Letterhead Design 


Text: Oxford’s Print Enamel, 


ie - Type Faces 93 Materials & Methods 
eads: Bold Face No. 1 . 
Body: DeVinne, DeVinne Italic 100 Books in PRINT 
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There once was a sacred cow among users of printing papers. 


It said that only a heavy paper was bright and __ ing results in halftone or line, black and white, 
opaque enough for fine printing. Then Olin de- and color. It can cut your postage in half, and 
veloped a new concept in papers called Waylite. reduce the bulk and weight of your printed ma- 
It’s a lightweight stock as opaque as many papers __ terial. Ask your Olin fine paper merchant about 
twice its weight, with extreme whiteness and _Waylite or write to us. See it, and you'll agree that | 
great strength. Waylite gives you beautiful print- it has turned one more sacred cow out to pasture. 


211 
PACKAGING DIVISION QS Im 


ECUSTA PAPER OPERATIONS, PISGAH FOREST, N.C. 
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Adlai Stevenson's 
Veto 


THE CAT’S MEOW 





A book containing an enchanting variety of woodcuts 

was distributed by Bauer Alphabets, New York City, 

at a series of illustrated lectures given by 

Walter Plata of the Bauer Foundry in Germany. 

Subject of Mr. Plata’s talks was “European Typography Today.” 
Woodcut artist is Gunther Stiller. 

His art illustrates a number of poems about cats. 

Some poems are in German, some in French and some in English. 
Designer of “The Cat’s Meow” is Walter Plata. 


|! herewith return, without 
my approval, Senate Bill 
No.93 entitled,“An Act to 
provide Protection to 
Insectivorous Birds by 
Restraining Cats". This is 
the so-called “Cat Bill”. 

| veto and withhold my 
approval from this bill 
for the following rea- 
sons: It would impose 
fines on owners or 
keepers who permitted their cats to run at 
large off their premises. It would permit any 
person to capture, or call upon the police to 
pick up and imprison, cats at large. It would 


(continued 
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for brilliant whiteness 
and outstanding performance 


















































When citations are awarded for brilliant whiteness — and outstanding performance 





— one paper always comes up the winner. It’s Nekoosa Bond — the genuinely 
watermarked bond that’s justly famous for fine finish and formation — 

plus high opacity and unusual strength. Let your letterheads (and other business 
stationery, too) enjoy the attractiveness and prestige of Nekoosa Bond. Comes in 
white and 12 colors (with envelopes to match) in a wide choice of finishes. 
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PRINT BOWS ABROAD Part of the fourth AGI exhibit 
in Milan, Italy this year was a display of PRINT covers. 
AGI, in international graphic organization, reports that 
the 19 day exhibit was attended by over 10,000 people, 
including art critics and newspaper people. The exhibit 
was also covered by the Italian TV. 











THE CRATE THEY MOVED IN 


A realistic approach to informing clients and friends of 
a six-block move was used by Horn/Griner. “Why not a 
reproduction of the crate we move in? That is, after we 
stencil on the change of addresses.” Inside the crate, 
nestled in excelsior, lies a “horn” of antique vintage and 
a great wooden “G,” symbolizing, of course, Horn and 


Griner. (continued ) 
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COLD WEATHER” RESPIRATORY DISEASE HAS MANY PATTERNS 


PHARMACEUTICAL DESIGN-—Three of interest 


DORSEY LABORATORIES 


Paper dolls of many hues describe the variations 

of respiratory disease. Dolls are separated 

inside folder to make individual points. 

Designer: Reynold Ruffins for Dean L. Burdick Associates, 


FECAL NS: 
RHYME AND REASON FOR ALTAFUR 
EATON LABORATORIES TIME AND CFASON FOR ALTAFUR F Typog 


This mailer is best viewed for its 

clever folds which gradually unve il 

the story in six stages. 

The wooden dolls are dressed for 

the different seasons and the 
girl-in-the-bathing-suit cliche 

is conspicuously avoided. 

Designer: Abe Seltzer, Robert E. Wilson, Inc. 





i; 


UPJOHN 


Realism doesn’t always make pretty photos, 

but this one, at least, 

makes its point quickly 

and directly to a doctor. 

It fronts a six-page self-mailer, 

the inside of which goes on to 

explain how the product 

helps to reduce the patient’s weight. 

Designer: William Backalenich, Comart Associates 


through Fitzsimmons Agency. g 
(continued) PRINT 14 3 


























Monsen Typographers, Inc., 22 East Illinois Street, Chicago 11 / 960 West 12th Street, Los Angeles 15 M 0 | S ‘7 | 
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STA EXHIBIT 


Emphasis on design for business communication was 
the theme of the 34 Annual Exhibition of Design 
sponsored in Chicago by the Society of Typographic 
Arts. The exhibition, subtitled “The Eye and Industry,” 
was held at the Art Institute of Chicago, and is 
available in its original form and as a slide 

exhibit from STA, 448 West Grant Place, Chicago, Ill. 


rena 
mewronT FOUR FesTieAs 
HUM 24, 25. 26. i880 
FmEEBO0) Fame 


wowront ® 


Ansul Fire Equipment Ad 
Ansul Chemical Co. 
Chad Taylor 


SPECIAL FORMULA 


KNIGHT 





Special Formula Magnetic Tape 
Allied Radio Corp. 
Larry Klein 


Newport Folk Festival Program 
Newport Folk Festival 
Larry Klein 


(continued) 
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MPACT | 
COATED BOOK’ 


... An Interest Arouser with Impact in— 


PURPOSE Purpose . . . For increasing reader interest. Apco 


Impact’s. softly tinted papers printed with color- 
related 8:1 inks reduce the contrast reflectance ratio 
to a soft 8 to 1 as compared to the strong 17 to 1 ratio 
of black ink on white paper. As a result, typography 
takes on new clarity and reading interest increases 
by the psychological effects of soft color contrast. 


... Feminine Beauty, Fine Cars, and 


Power . .. To harness the daylight colors of nature. 
There is no white background or periphery in nature. 
Everything is a blend of many hues which are reflec- 
tions of the daily color variations of natural light. 
Apco Impact colors of Jonquil, Suntex, Coral, Mint 
Green and Azure Blue fall within the range of daylight 
itself. As a result, halftone and color illustrations take 
on new depth and realism. 


Products . . . With faithful reproduction. In many 
instances, and with numerous types of products, the 
pleasing marriage of Apco Impact papers and their 
color-related inks, actually improves product pictures. 
Illustration whites usually appear more realistic than 
on white papers. Metals appear more natural on 
Azure Blue — furniture and woods achieve new reality 
on Suntex—and so it is with many products. Try 
Apco IMPACT papers on your next catalog or mailer — 
you'll be pleasingly surprised with the results. 


Pride . . . In company or brand name identification. 
Color is a very powerful sales stimulant and is incor- 
porated in products and packaging to improve appear- 
ance and help establish brand name and company 
identity. Product or company literature printed on 
Apco Impact papers provides that something extra 
that attracts and holds reader interest — suggests mod- 
ern thinking and pride in management messages. 


Profit . . . By reducing competition for readership. 
Black on white is commonplace, average and ordinary. 
It merely says things in a matter-of-fact way. But with 
Apco IMPACT papers a more colorful stage is set and 
your story told in a dramatic and glamorous way. 
Color becomes an integral part of selling because it 
possesses the intangible and irresistible appeal which 
quickens reader interest and h 
PROFIT acceptance of new products [- 
asi Slen: demanes wala The complete story on 
and | cas “imi oves p the unique benefits 
communications generally. of Apco IMPACT papers 
is told in this 24-page 
booklet — Yours Free for —- 
the asking. Write today. (mga 


Ran 





*Also available in Cover weights 
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THE APPLETON COATED PAPER C0 


APPLETON, WISCONSIN 
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The Paper with the “Built-in Sunglasses” 
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LIGHT TOUCH 


The light-hearted clown 
on this promotional mailer 
for children’s films 

was printed from 

a linoleum block. 

An added touch of festivity 
came from the printing 
of the design 

in colors of pink and black 
on newsprint. 

Mailer was designed by 
Jean and Joe Krause 

of the Pipsqueak Press 

in Los Angeles. 


THE BIG TRAIN 


One of the recent highlights at the Mead Library of Ideas 

was an exhibit of a complete redesign program 

for the Canadian National Railways. 

The program, of course, begins with the new symbol, 

shown here, and its breadth consists not only of railroad cars, 
but also of stationery, reports, tickets, signs, linens, 
dinnerware, uniforms, interiors, and building exteriors, 

The logo, a continuous line symbolizing the movement of men, 
materials and messages from one point to another, 

is a product of Canadian designer Alan Fleming. 

The entire program is being supervised by James Valkus. 


(continued ) 
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OLD CUTS AND HUMOR 


The whimsical madness of the Strim- 
ban design team is revealed in this 
delightful group of Resolution cards, 
designed for the promotion of their 
studio. The cards (52 in all) feature 
every conceivable kind of design, old 
cut, type face and border. The reso- 
lutions, as seen here, are presented 
with wit as well as creative printing 
and designing. The cards were cre- 
ated by Jack and Robert Strimban 
of New York, and printed by Union 
Hall Printing Company, with typog- 
raphy by Haber. 


(continued ) 
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This is Penn/ Brite Offset - the value sheet 


For this latest “torture test” of Penn/Brite Offset's printing 
qualities, German teacher-designer Hans Hillmann was asked 
simply to “employ the combination of techniques which you 
consider to pose the ultimate in pressroom difficulties.” 
How well Hans Hillmann succeeded is evidenced by his use of solid 
blacks in close proximity to delicate vignettes ... in a range of 
line and halftone subtleties rarely encountered in a single job 

. in overprinting of colors and intricate register. 
How well Penn/Brite Offset, the value sheet, came through his 
“torture test’ is here for your own eyes to see and judge. For 
additional convincing evidence, why not choose Penn/Brite Offset 
for your next job? Penn/Brite Offset, the white, bright, value 
sheet, comes to you moisturized and double-wrapped. Write for 
new swatch book and name of your nearest distributor. 
New York & Pennsylvania Co., 425 Park Avenue, New York 22, New York 


New York and Penn 


Pulp and Paper Manufacturers 


Designer: Hans Hillmann, freelance 

designer of Frankfurt a.M., is also a teacher 

of graphic design at the Werkakademie 

in Kassel, Germany. In charge of all 

graphic design for Neue Filmkunst since 1953, 

he has won many awards for his posters. 

He participated in the 11th Triennale di Milano 
and did work for the Brussels World Fair. 

He is also known for his contributions to Graphis, 
Gebrauchsgraphik and Idea. 


Lithographed on Penn/Brite Offset Mark IV, 100% smooth finish 
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Engravings by Collier—one of a series 








WINSTON CHURCHILL: THE VALIANT YEARS 


Tonight, ABC Television premieres the first chapter in the war memoirs of one of the century's immortals. 


fateful years of our century —from th 
War 1 to the troubled aftermath of Wi 


10:30 PM TONIGHT...CH 7 AMERICAN BROADCASTING COMPANY 








This full page newspaper 
ad is reproduced with the 
permission of the American 
Broadcasting Company and 
Doyle Dane Bernbach, Inc. 
Sidney Myers was the Art 
Director; the Artist was 
Saul Lambert and produc- 


tion was by Larry Scaglione. 


COLLIER 


PHOTO ENGRAVING &: 
240 WEST 40™ STREET 
NEW YORK 18, NEW YORK 
PHONE: OXFORD 5-0400 
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GRAPHICS IN RUSSIA “The Russians appear to be giving almost 
as much attention to stepping up the velocity of their verbal 
missiles as their space missiles,’ states Ed Rondthaler, president of 
Photo-Lettering, New York, newly-returned from an observation 
trip of the European graphic arts scene, Of particular interest to 
Mr. Rondthaler was his chancing upon a recent Russian publication 
which contained pages of contemporary type and calligraphic 
alphabets, one of which was a script by J. Albert Cavanagh, whose 
work is represented in Photo-Lettering’s publication, “Alphabet 
Thesaurus.” The Russians copied this script, adding and substituting 
cyrillic characters to round out their 31-letter alphabet. From 
such episodes, this observer surmised that the Russians are utilizing 
all designs and devices to keep their alphabet arsenals right-up-to- 
date... ready to lend impact and vehemence to communication. 
Further evidence of Russian acumen Mr. Rondthaler discovered in 
an encyclopedia of the graphic arts, which contained a tremendously 
comprehensive coverage of every phase of the printing industry, 
the like of which we do not have in our own country. The diagrams 
pertaining to photo-lettering, photo-composition and photographic 
techniques were faultlessly executed. According to Mr. Rondthaler, 
today the Russians are doing more publishing than any other nation 
in the world ... and most of the material consists of educational 
texts, so intense are they with furthering their proficiency. 


(continued ) 


American 
Hospital 
Supply 
Corporation 


SYMBOLIC PHOTOGRAM An _ enlarged 
photogram of a section of surgical gauze 
was selected to symbolize the American 
Hospital Supply Corporation on a recruiting 
brochure. To emphasize the whiteness of 
the gauze, designer Norman Perman used 
only a small amount of color. The brochure 
was distributed to employee prospects, es- 
pecially among college students, and required 
a strong simple cover that would compete 
effectively with other corporations. 


the 
paper is 
Potlate! 


WEST’S BEST DESIGN Visual clarity is 
achieved in the treatment of this ad, the first 
of a series for Potlatch Forests, Inc. The 
paper company is basing an entire campaign 
on the work of the “West’s Foremost De- 
signer’s” interpretation of Potlatch Papers. 
Robert M. Runyon/Paul Hauge kicked off 
the campaign by designing this first one. 
Sudler Advertising in Beverly Hills, Calif. 
is in charge of the campaign. 
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This is a demonstration of MEAD BLACK & WHITE 
OFFSET ENAMEL, the ‘‘aristocrat of superfine 
glossy coated papers.’’ Smoothly coated with a 
formulation of the same fine imported clay used 
for the very finest china! It is especially recom- 
RELY ON mended for such prestige material as annual re- 
ports, product literature and catalogs, anniversary 
M EAD brochures. Available also in matching cover grade 
BLACK & WH ITE (Black & White Offset Coated Cover) and in equiva- 
lent grades for letterpress (Black & White Letter- 
ENAMEL! press Enamel and Coated Cover) through your 
Mead Merchant. Specify Mead and choose from 
the world’s broadest line of fine printing papers! 
YOU GET MORE FROM MEAD ... the moving force 
in Paper and Packaging. . 
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Mead Papers, Inc., a subsidiary of The Mead Corporation, Dayton 2, Ohio / / 
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Stratford Extended 
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‘PROOF PRESS’ BOWS 


“Stratford Ewvtended,’ a new typeface 
designed by Debbie Bristow for her senior 
thesis, is illustrated in “Proof Press,” a 
new publication from the College of 
Applied Arts, University of Cincinnati. 
The first issue is devoted to graphic 
design and demonstrates a variety of 
paper stocks, type faces and printing 
techniques. Future issues will be con- 
cerned with general visual art. 
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Champion Papers’ new logotype, designed by Noel 
Martin, evolved from the corporate initial letters (CP). 
It is based on the continuous processes, web flow, of 


paper making. 
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SYMBOLS OF LATE 


Corporate identity by design con- 
tinues to be one of America’s 
thriving businesses. There is con- 
stant news of companies who are 
either redesigning, have taken a 
new trademark, or have embarked 
on plans for a completely new and 


“total” image. Here are two sum- 
bols recently received at PRINT, 


Harcourt, Brace & World, Inc., New 
York publishers, have adopted a 
new colophon. The mark, designed 
by Chermayef? & Geismar Associates, 
is a single line unit based on a 
stylization of the firm's initials. 


(continued) 
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CANTINE DISTRIBUTORS 


ALBANY, N. Y. 
W. H. Smith Paper Co. 


BALTIMORE, MD. 
Baltimore-Warner Paper Co. 
Bradley-Reese Co., Inc. 


BETHLEHEM, PA. 
Wilcox Walter Furlong 
Paper Co. 


BOSTON, MASS. 
Century Paper Co. 
Colonial Paper Co. 
Cook-Vivian-Lindenmeyr Co. 
Tileston & Hollingsworth Co. 
Percy D. Wells, Inc. 


BRIDGEPORT, CONN. 
Lott-Merlin, Inc. 


BUFFALO, N. Y. 
Hubbs & Howe Co. 
CHICAGO, ILL. 


Murnane Paper Co. 
Nerney Paper Co. 


CLEVELAND, OHIO 
Brewer-Chilcote Paper Co. 





There are more important win-or-lose decisions to make in 
printing than in chess. In either game Experience is helpful. In 
printing, few moves are more vital than the selection of paper, 
and printers and lithographers have been winning with Cantine’s 
Coated Papers for nearly three quarters of a century. 


THE MARTIN CANTINE COMPANY 


Specialists in Coated Papers since 1888 


areli/oe7 Coated Papers 


FOR OFFSET 
HI-ARTS LITHO C.1S. 
ZENAGLOSS OFFSET C.2S. 
ZENAGLOSS COVER C.2S, 
LITHOGLOSS C.1S. 
CATSKILL LITHO C.1S. 
CATSKILL OFFSET C.2S. 
ESOPUS POSTCARD C.2S. 
ESOPUS TINTS 
ESOPUS TINTS COVER BRISTOL 
VELVETONE DULL C.2S. 


Saugerties, N. Y. 


FOR LETTERPRESS 
HI-ARTS 
ASHOKAN 

M-C FOLDING BOOK 
M-C FOLDING COVER 
ZENA 
VELVETONE DULL 
ESOPUS TINTS 
ESOPUS TINTS COVER BRISTOL 
ESOPUS POSTCARD 
SOFTONE 








Gascon Paper Co. 


COLUMBIA, S. C. 
Palmetto Paper Co. 


DETROIT, MICH. 
Union Paper & Twine Co. 


GREENSBORO, N. C. 
Greensboro Twine & Paper Co. 


HARRISBURG, PA. 
The Alling & Cory Co. 
Paper Dist. of Harrisburg 


HARTFORD, CONN. 
Elliot R. Vanderlip Co. 


HIGH POINT, N. C. 
Henley Paper Co. 


HOLYOKE, MASS. 
Judd Paper Co. 





LOS ANGELES, CAL. 
Butler Paper Co. 
Columbia Paper Co. 


MENASHA, WIS. 
Yankee Paper & Specialty Co. 


McKEES ROCKS, PA. 
Darragh Paper Co. 


MIAMI, FLA. 
Southeastern Paper Corp. 
of Miami 


MILWAUKEE, WIS. 


Yankee Paper & Specialty Co. 


NEWARK, N. J. 
J. B. Card & Paper Co. 
Lewmar Paper Co. 





NEW HAVEN, CONN 
The Alling Paper Co. 


NEW YORK CITY, N. Y. 
Alling & Cory Co., 

Miller & Wright Paper 
Baldwin Paper Co. 
Beekman Paper Co. 
Bulkley Dunton & Co. 
Crestwood Paper Co. 

M. M. Elish Co. 

Forest Paper Co. 
Harbor Paper Co. 
Linde-Lathrop Paper Co. 


Lindenmeyr Schlosser Co. 


Marquardt & Co. 
Milton Paper Co. 
Pohiman Paper Co. 
Saxon Paper Corp. 
Willmann Paper Co. 





PATERSON, N. J. 
Paterson Card & Paper Co. 


PHILADELPHIA, PA. 
W. B. Killhour & Sons 
Quaker City Paper Co. 
Wilcox Walter Furlong 
Paper Co. 


PITTSBURGH; PA. 
General Paper Corp. 


PORTLAND, ORE. 
Paper Mills Agency of Oregon 


PROVIDENCE, R. I. 
Roberts Paper Co. 
Sherry Papers, Inc. 


RALEIGH, N. C. 
Norris Paper Co. 


RICHMOND, VA. 
Richmond Paper Co. 


ROCHESTER, N. Y. 
Fine Papers, Inc. 
Dygert & Stone 


SCRANTON, PA. 
Megargee Bros. 


SPRINGFIELD, MASS. 
Carter, Rice, Storrs & Bement 


SYRACUSE, N. Y. 
J. & F. B. Garrett Co. 


WHEELING, W. VA. 
Clarke Paper Co. 


WILKES-BARRE, PA. 
Megargee Bros. 


WORCESTER, MASS. 
Butler-Dearden Paper Service 
Carter, Rice & Co. 


YORK, PA. 
Andrews Paper House of York 




















He blows he don t worrveee 
There's this cat he knows 


Winey from way back. TOP DRAWER 


Bul heSa sadistic and 


asquares not that it 
matter to Wines 
\anoneehe gol 
only one are 

He blows he 

dou tT wortve 

Rach vear 

this euy send 
Wines \lanone 


his Chliristias 





present ina lanes 


hoxgonecull uke 


COME HOME TO JAZZ... 


is one of the booklets, produced 
under the sponsorship of The Com- 
posing Room, demonstrating  ea- 
perimental typography by Amer- 
ican designers, It is part of a series 
of 16-page inserts reprinted from 
the German graphic arts magazine, 
Der Druckspiegel. The inserts, 
written by Percy Seitlin, revolve 
around typically American themes, 
Herb Lubalin is responsible for the 
design of “Come Home to Jazz.” 
Others of the series include: “That 
New York” by Brownjohn, Cher- 
mayef? and Geismar, “The Age of 
the Auto” by Lester Beall, and 
“Love of Apples” by Gene Federico. 
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This paper’s brilliant whiteness, behind a sharp, clear illustration, 


The white that’s right makes your printing look good enough to eat, compelling enough 


to open a customer’s eyes and pocketbook. You can print both sides 


for your color jobs of Hammermill Opaque—perhaps on a lighter weight than you've 


been using—and save money on postage and the paper itself. 


Photo Courtesy—General Mills, Inc., Betty Crocker Cake Mix 


TR 




























Photo Courtesy —Philco Corporation 
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DESSERTS 
OR 
APPLIANCES . 


Hammermill Opaque helps you 
keep whites white, colors bright. 
Notice, too, on this sheet the lack 
of objectionable show-through. 
Hammermill Opaque comes in 
three easy-to-print finishes: Pearl, 
English and Vellum.This insert was 
printed by offset on substance 70, 
Pearl finish on a 36x 48 two-color 
press. Sheet size 29 x 39. Speed 
4,200 per hour. Deep etch plates. 
Hammermill Paper Company, 
1552 East Lake Road, Erie 6, Pa. 
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It is fast becoming a fact that the life line 
of publishing today is design. It is no secret 

that magazines are finding their road somewhat difficult. 

Some of the biggest (Colliers, Coronet) have found survival impossible ; 
others find their foundations are creaking under the tremendous 
pressure of production costs and competition. : . 
A change has been in order for the entire industry. Oe 
Readers are not the same people they were 10 or 20 years ago. 

They are a new generation, and to attract their attention a magazine must 
have something special. Its contents must be contemporary ; 

at the same time its visual aspects must reflect those contents. 

These are among the needs of the day. Many publications are 

turning to design to answer their needs. 

It was no surprise to find a new Saturday Evening Post 

on the newsstands September 16th. Redesign in its total connotation 


is the word for the new Post. Its newness begins with the : , 

(Above) Post art editor Ken Stuart 

in front of his favorite type face, 

form, in editorial content. It is experimental in illustration Firmin Didot. (Page right) Many 
cana . types and many pictures make up the 

‘ - , ‘ a - “ Dice i { 

and photography. The new Post is also the old Post, new Post contents page ... quite a 

with the best of its traditional past appearing in a stronger way. break with tradition (see below). 

Revolution in 1942 Although the Post has constantly been undergoing 

changes and improvements through the years, this is the first real 


cover logo and continues through the last page. It is new in overall 


revolution since 1942 when Ben Hibbs became editor. rs aN 
At that time a major revitalization took place. A new logo was created. ay 
All articles were shortened to 5,000 words (previously they ran 

as lone as the writer wrote them). The number of articles increased 

and the famous Post cartoons began to appear in the back of the book. 
Hibbs set up a photo department and the general editorial trend 

was towards shorter, brighter pieces covering a wide range of subjects. 

An attitude of ‘‘don’t rock the boat’’ prevailed for the next 

twenty years and for good reason—circulation during that time rose 
from three to six million. But in 1961 when the Post, 

along with many other publications felt the pressures of the day 

where it hurt the most (ad linage was dropping, production and labor 
costs rising), the boat’s seaworthiness was seriously questioned. 

The day had come when minor facelifting and good care of the 

existing interior were not enough. The Post had gone as far as it could 


Pes | Shim 


in its present format. It was literally in a literary straight- 
jacket and only a major and thorough analysis was going to set it free. 
It was to this task that Hibbs called his art editor, Ken Stuart 





and Bob Fuoss, soon to become the new Post editor. Their assignment : to az 
redesign the publication and set it up in such a way that it could stay cece =e 
ahead in the race of the day with facility. At the same time, Hibbs 3 
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CASEY STENGEL finished telling his life story to Sports Editor HARRY T. 
PAXTON just as the Russians announced Major Gagarin’s historic flight into 
_ outer space. “I think that is an amazing thing,’ commented Casey, who has 
contributed almost as much to the art of obfuscation as to the sport of baseball. 


PEOPLE ON THE WAY UP: HOLLYWOOD'S YVETTE MIMIEUX, NINETEEN, WHOM ONE FILM DIREC- 
TOR CALLS “‘A CROSS BETWEEN A LITTLE PRINCESS AND BRIGITTE BARDOT’’....VIENNA-BORN 
FREDERIC DE HOFFMAN, THIRTY-SIX, ATOMIC ENERGY BOSS OF THE VAST GENERAL DYNAMICS 
COMPLEX ....LOS ANGELES OUTFIELDER TOMMY DAVIS, TWENTY-TWO, THE NATIONAL 
LEAGUE’S MOST PROMISING YOUNG SLUGGER....ENGLAND’S SHELAGH DELANEY—AT EIGHTEEN 
AN USHERETTE, AT TWENTY-TWO THE AUTHOR OF THREE DISTINGUISHED PLAYS. 


THE COVER A fellow toils for fifty or sixty hours 
a week to save enough dough for a cool pool where 
he can spend hours of leisure, with his many friends 
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The integration dilemma which 


and what happens? Come the 
hordes, advancing behind the 
inevitable cry, ‘‘Yoo, hoo—any- 
body home?” But isn’t a swim- 
ming pool meant to be swum 
in? Didn't the pool salesman 
promise that the pool would be 
“inviting’’? If ourreluctant host 
demands privacy, he had bet- 
ter lift that newspaper off his 
lap and check the classified list- 
ings for renting an apartment. 





Pa THE MYSTERY OF DE GAULLE is from re- 
porter Joseph Kraft’s book, THE STRUGGLE 
may FOR ALGERIA, published by Doubleday in 

9” October. Kraft’s 1958 Post contribution, 
' | SAW THE ALGERIAN REBELS IN ACTION, 
won the Overseas Press Club award for 
Best Magazine Reporting From Abroad. 
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focuses on a lone Negro child in 
THE FIRST DAY OF SCHOOL, is an ur- 
gent new story from Louisiana’s 
SHIRLEY ANNGRAU. Laterthismonth @ 
Knopf will publish author Grau’s 
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novel of life among the many Creoles in Twentieth 
Century New Orleans —THE HOUSE ON COLISEUM STREET. 
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twenty-four years and 
his first book since 
his best-seller, Eisen- 
hower: Captive Hero. 
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in the new suburban areas south of the city ued Harding 
preference to Winght Boulevard when they drove to the eu 





city. Harding Avenue had been resurfaced a year ago, Tew: 
few traffic lights. The people who lived on Harding Apne 
complained about fast traffic before Mary Derris was kill those which 
Mr. and Mrs. Steve Berris and their two small children bed 
1257 Harding Avenue, He was the assistant manager afy 
market. On that rainy morning she had put on her plastic rai sso the tie 
hurry across the street, apparently to sce a neighbor on same 
It was evident she had not intended to be gone long, ax hertey 
children were left untended. The only witness was a thirte, 
girl, walking from her home to the bus stop 
. Through careful and repeated interrogations of that girl wan the mos 
had quieted down, authorities were able to determine that ty pie etretn ot 
mpty of traffic, that the death ear bel 
proceeding toward the center of town at a high rate of gud 
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emphasized with wisdom ‘‘the character that has made 
the Post read and enjoyed by so many readers over the 
years must not be changed. The feeling is right.” + The 
first target of the Stuart-Fuoss redesign project was a 
pet obstacle—the irritating jumps in the articles and fic- 
tion stories. These Jumps happened early in stories and 
led to huge frightening masses of solid type (broken only 
by cartoons) in the back of the book. The trick was to run 
text in its entirety without making the reader journey to 
the fearful pages in the back where he might lose interest. 
Correcting this major fault was no simple task and the two 
found that each time they came up with a dummy that 
would eliminate the difficulty its cost would be prohibitive. 
It became clear that their task was more complicated than 
anyone had realized. They could go no further on even this 
basic problem unless they reconsidered the nature of the 
material they had to work with, and this might mean a real 
break with tradition. For example the questions they asked 
themselves were: Could they cut four stories to three? 
Could three serials be reduced to two? Were there any long 
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established features that could be discarded altogether 
without breaking the hearts of Post readers to the point 
where they would become alienated ? 

Dummies, dummics, dummies The depth of their problem 
discovered, the two entered a period of nocturnal seclusion 
in the Fuoss library where night after night, after putting 
out the weekly edition, they would spend half the night 
on dummies, dummies, dummies. .. > One of their many 
problems was the physical difficulty of working with a 





booklike dummy. They found that by the time they reached 


UVWRITTEN the back of the book they would forget what was in the j 
. Pt PL front. As had to be, out of this came an invention that \ 
LRG: SONG helped tremendously in the final solution. They developed 

.v7 a system whereby each page of the book could be placed in © 
slats which ran along the wall. With this method, each 
B page could be moved to a different position simply and, at 
the same time, it was possible to see the whole book at once. 
: After a year and a half of frustration and hard work, 
Stuart and Fuoss emerged with a new form for the Post. 
The form has incorporated some new features; eliminated 
some traditional ones. Other traditional features have been 
tailored or sharpened. In general, they cut down the edi- 
(Above) A Herb Lubalin type spread, . : 
(Right) Designer’s spread by Lubalin. E . : i 
\ : 
His comment—*I wish I had ten eli a E 
ents like Ken Stuart. The freedom to i- 
create new things in magazine design 4°. , . iz 
is refreshing and exhilarating. To mé oe 
much magazine design today is out of " ee a 
balance. The Post’s approach to fie- 
tion is unique. For the first time, a W. ; : ‘ | ° 
magazine is going to prominent de- . ‘ 
signers to start the overall thinking, 
under the magazine’s direction, of 
the perfect design. It’s just my intu 
ition, but what I see the Post doing 
will put it in front in the field of » 
graphic appeal.” HERB LUBALIN @ 
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torial text in order to permit a greater and more varied 





use of graphics. 

The new form Major editorial additions: A “blast opener” 
on an urgent story which features exciting photography. 
People on the way up. This is a weekly feature highlight- 
ing people under forty whose careers show unusual promise. 
+ Speaking out: The Voice of Dissent. This is a new 
feature of 2,500 words and up, featuring controversary 
and off-beat comment calculated to make the Post talked 
about. > Among the traditional features that have been 
retained in altered form: Post Scripts. The familiar humor 
page has been expanded to four or more consecutive pages 
and ineludes the cartoons formerly spotted in the back. 
The cover. This has been revamped and features a new 
logotype, a development of Firmin Didot, which spreads 
the word ‘‘Post’’ across the page with **The Saturday 
Evening’’ appearing inside the letter ‘‘o.’’ 

Second phase of redesign After determining the content 
and form for the new Post the next question Fuoss and 
Stuart asked themselves was: ‘‘ How do we go about making 
this material more exciting and interesting visually?’’ > 
The two-fold answer to the question was: Continue to tap 
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the vast reservoir of free-lance art talent which has been 
a traditional strength of the Post, but do it in a more selec- 
tive manner; to utilize the creativity of the nation’s top 
graphic designers who, having never been involved in mag- 
azine design, would be able to bring to the task, not slavish 
devotion to past cliches, but rather an approach that was 
totally new and fresh. In addition, lively photography 
would be an important visual aspect of the book. 

Three kinds of illustration Three basic methods of illustra- 
tion are used in the new Post. 1. Traditional illustration. 
Although there will be ‘‘less illustration as illustration,” 
the Post none the less intends to continue to publish the 
work of such popular American artists as Rockwell, Falter, 
Dohanos, Alajalov and many regulars. At the same time 
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photographs of Case 7] Ste nde l. 

(Page right) Page from another 
“blast opene r,” showing the colophon, 
Photography by Lessing. 

(Right) Tilustrator’s fiction piece 

by Coby Whitmore, 


new talent is being sought and developed. > 2. Fiction 
illustrated by designers. This is part of the effort to attract 
more and younger readers. The concept is partially that, 
since design is symbolic, it can define a greater area of 
interest. For example a photo-like illustration can only 
depict a particular scene and that particular scene may 
scare a large potential audience away from the story. A 
story, symbolically illustrated, will attract everybody. > 
3. Combination designer and artist. “A symbolic drawing 
realistically painted, if combined with the right elements, 
can tell a story just as easily as a panorama. At the same 
time the art director saves space for copy,’’ says Ken 
Stuart of the third kind of illustration being used at the 
new Post. An example of this treatment is the ‘‘ Hit and 
Run’’ story from the first issue. The painting of the hand 
is but a small section of an entire scene. Painting was by 
John Falter and design and layout by S. Neil Fujita. 
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model of a Newmarket horse owner, complete with bowler and fieict glasses With his 
who wears the owner's colors, he awauts his horse m the saddhing paddock before » race 


In this method of illustration neither the artist nor the designer knows 

what the other is doing, or even who the other is. According to Stuart, 

‘in this way nothing in an issue will look like the other. 

At the same time there is a homogenity to the issue. This is accomplished 

by a central art director. I also find that the less an artist or a 

designer knows about who his work will be used with, 

the more creative and less likely to imitate he will be.’ 

Artist/designer response This last method of illustration has evoked 

a favorable response from Post regulars. John Falter for example says, 

‘For a number of years now I have felt that magazine illustration 

has been going around in elarging circles and getting no place. 

Creativity was confined only to making illustrations bigger. 

When Stuart asked me to work on these new fiction layouts I could see a break- 
through in the field of magazine design. Here we have an artist creating 

a small jewel of an illustration set off by a clear, crisp, contemporary design, 

[ haven’t had so much fun in years.’’ The story also goes that 

Norman Rockwell went out and built himself a contemporary, glass enclosed 
studio in reaction to the adventure. 

Using designers to illustrate fiction represents a new technique in 

magazine journalism. Stuart went to designers who had never before tackled this 
kind of work. Their reactions appear in this article with their designs. 

New and exciting photography is another part of the revamped Post. 

larger pictures, that show physical action. Such articles as ‘‘Speaking Out; . . 
The Voice of Dissent,’’ ‘‘People on the Way Up’’ and the ‘‘blast’’ will be 
handled in this manner, The photographers, to name a few, will be: John Bryson, 
Erich Lessing, Ernst Haas, Art Kane, Carrol Seghers II, Elliott Erwitt. 

low will the Post cover be affected by the new design approach? 

Some will utilize the straight traditional approach in that they retain 

the human interest so favored by readers over the years. 


Others will stress the elements of design and be very contemporary. 

The final verdict on the Post’s ‘‘ Revolution by Design’’ will be rendered, 
naturally, by readers and advertisers, and should their verdict be a favorable one, 
the Post people don’t intend to let themselves again grow complacent. 

In short, the revolution at the Post will be a continuing one. . . 

one that enables them not to merely keep pace with competition but 

to set the pace for the competition . .. a revolution by design. 
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Profile: Smith, Henderson & Berey 


‘Total communication’ is the 
approach and creative philosophy 
of this New York agency 


r 
e 


ARLENE FRANCIS 
TELLS ALL 


Top: Announcement sent to SHSB 
customers when agency changed name, 
Far left: Promotional piece sent to 
buyers of Union-Camp printing 
papers contained color shots of pretty 
girls. Pictures, taken by Philippe 
Halsman, were printed on Williams- 
burg Offset to show paper’s reproduc- 
tion qualities. Above left: Retailer 
ad called attention to Flex-Vae pro- 
motion. Promotion offered consumers 
cookbook by Arlene Francis. Above: 
Cover of Fonda sales brochure. Left: 
Consumer ad for Collier’s Encyclo 
pedia. Right: Demonstration piece 
prepared for Eastern’s franchised 
merchants to distribute to printers. 
Piece was designed by Hal Josephs to 
get across whiteness of Atlantic Bond, 








HOW... 


\tlantic 


By nid 


Is the ageney’s work done once it has created the ad for the 
client? Or, put another way, is the ad’s work done, is its life 
over, once it has appeared in print? The answer is ‘‘no,’’ at 
least so far as Smith, Henderson & Berey is concerned. ‘‘ An ad 


is Just one graphic means of presenting a selling idea,’’ says 


Bill Henderson, president and creative director of this New York 
agency. ‘*There are many ways to exploit the idea and multiply 
its effectiveness.’’ >} Thinking beyond the ad reflects the basie 
philosophy and approach of SH&B. In assessing the client’s 
marketing needs, the agency thinks in terms of all vehicles of 
communication—direct mail, displays, sales and merchandising 
aids—in terms, as it were, of total communication. »>& SH&B 
has found this **total communication’’ approach to be especially 
advantageous for advertisers who may lack the facilities for 
producing complete follow-up campaigns. Direct mail is a 
typical facet of SH&B services. Henderson has an extensive 
background in this field, and has long been convinced of direct 
mail’s importance in contributing to sales and the desirability 
of dovetailing it with space advertising. When he became 
president of the ageney in 1959, he incorporated this concept 
into the over-all agency set-up. > SH&B, a medium-sized 
organization, is headed by Henderson and Bill Berey, executive 
vice president in charge of client services. The agency staff 
numbers about 25, including four account executives, three full- 
time media and research people, six in the art department, three 
in copy, and three in traffic and production. Art director is 
Hal Josephs; Ed Mandell is copy chief. 

Creative staff reflects philosophy SH&B’s ‘total communica- 
tion’’ philosophy is reflected in the qualities it looks for in its 
creative people. In selecting an art director, for example, the 
agency looks for someone who not only can create and design 
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effective ad layouts, but who can also come up with a good 
mailing and merchandising idea derived from the layout ele- 
ments. ‘‘Of course, we want him to concentrate first on creating 
the best possible ad campaign,’’ points out Bill Berey. ‘‘But 
once the basic job is done, once the campaign is completed, we 
want him to adapt and utilize it in other areas, to ‘piggyback’ 
the basic idea, as it were.’’ > It would follow from this that 
the agency encourages its creative people to be truly creative, 
to give their imaginations free rein—which is precisely the case. 
Explains Berey, ‘‘We’d rather have someone who leans further 
in the direction of creativity than either we or the client might 
permit, than have someone who thinks in set patterns or form- 
ulae. If a man is too far out, he can always be brought down to 
earth. But if he’s unimaginative, if he always does things in the 
safe, routine way, there’s not much you can do with him.”’ 

Preliminary exploration Before developing a campaign for a 
client, SH&B engages in much preliminary exploration of the 
sales and marketing problems of the product involved. The 
account executive may spend weeks and even months doing 
field work, acquainting himself with the manufacturing opera- 
tion, interviewing client personnel at all levels. These interviews 
frequently include discussions with salesmen. ‘‘One of today’s 
lacks,’’ says Henderson, ‘‘is that too often the salesman isn’t 
brought into the advertising program at its inception. And since 
he isn’t involved, he doesn’t understand the very program which 
is supporting him. Hence, in laying the groundwork for a cam- 
paign, we try to make it a point to work with sales groups and 
get their thinking as well as that of top management.’’ The 
account executive makes it a point, too, to talk with jobbers and 
others in the distribution chain, for it is extremely important 
that the campaign win acceptance at these levels. > From all 
this preliminary exploration, the account executive is able to 





paper bags is 


BUNIONCAMP 


determine those areas requiring 
concentration of effort. Sifting 
through the mass of information 
he has compiled—or ‘‘panning 
gold,’’ as Bill Berey puts it— 
he pulls out ideas that will form 
the basis of the campaign. > 
At this juncture the agency's 
plans board steps in. A meeting 
is held, attended by Henderson, 
serey, the account executive, the 
art director, the copy chief, and 
the research and media director. 
Here, the advertising program 
for the client is verbalized, de- 
veloped. The decision whether 
to stress copy or visuals is made, 
based on the problems and re- 
quirements of the individual 
campaign. The creative team 
then takes charge. Says Hender- 
son, ‘‘They take the germ of the 
idea, breathe life into it, make 
it effective.’’ 

Union-Camp campaign In the 
‘corporate image” 


‘ 


case of a 
campaign for Union Bag-Camp 
-aper Corporation, the approach 
was primarily visual. The ob- 
jective here was to build greater 
recognition for Union-Camp 
among financial groups and 
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business leaders; to acquaint 
them with the paper company’s 
expanding, diversified line; to 
point up the relationship and 
importance of the products to 
the economy as a whole; and to 
do all this interestingly and 
dramatically, despite the rather 
‘‘unglamorous’’ subject matter. 
The advertising solution was to 
use two-page spreads, each por- 
traying a different Union-Camp 
product group. The right-hand 
page showed the product in full- 
color ; the left-hand page carried 
about 30 words of copy. For ex- 
ample, the first ad featured the 
company’s grocery bags and 
sacks. The photo, simple and 
stark, showed a check-out sack. 
The copy read: ‘‘Last year 
American shoppers carried home 
more than $49 billion worth of 
goods in grocery bags and sacks. 
The most experienced producer 
of these paper bags is Union- 
Camp.’’ This series has been 
running in Business Week and 
Fortune, and ‘‘noted’’ and read- 
ership scores are reported to be 
outstanding. Two of the ads in 
the series were honored at the 
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One of a series of “corporate image” ads 
for Union-Camp. Designed to show diversity 

of company’s line, each ad in series featured a 
different paper or packaging product. 

In preparing grocery bag ad shown here, 

a problem arose when initial photos taken 

(far left) emphasized colorful merchandise 

in the bag rather than the bag itself. 

The photo finally selected solves this problem 

by showing just enough of the merchandise 

to add interest without distracting attention 

from product. Gordon Price, then SH&B art director, 
set up shots with photographer Toni Ficalora, 

This ad was subsequently used as basis for 

follow-up promotion and merchandising campaign. 


1961 New York Art Directors’ Annual Exhibition. > Coin- 
ciding with this ‘‘corporate image’’ campaign, SH&B prepared 
allied campaigns to users of Union-Camp’s corrugated boxes 


and retail store sacks, educating them on these products. The 
retail store bags campaign—a ‘‘guide’’ series—also racked up 
excellent readership scores and one two awards from Progressive 
Grocer, one of the trade books in which the ads appeared. > 
The agency then added an extra dimension which illustrates its 
“touching-all-communications-bases” approach. Using the gro- 
cery bag ‘‘corporate campaign’’ photo as a full-color cover 
illustration, a series of direct mail folders was developed aimed 
at food chain buyers, wholesale grocers and paper jobbers. 
Die-cuts (for example, a check-out slip that ean be pulled 
through a slit in the top of the bag) were used to individualize 
the mailings. One of the mailings was even converted into an 
offer to jobbers of folded ad reprints, imprinted with the job- 
ber’s name so that he could send them to his retailer customers. 
Thus, the Union-Camp promotion became his promotion. 

Client’s image reflected The Union-Camp campaign, like all 
those created by SH&B, reflected the image of the client, not 
that of the agency. This is a point stressed by Bill Berey. ‘‘We 
don’t restrict our work for a client to any pre-determined style 
of our own,”’ he states. ‘‘Of course, we follow a definite creative 
policy, but this hasn’t limited us to any set pattern. Our aim 
is to do a job for a client that will be distinctive and recognizable 
for him and his product or service.’’ > Sums up Henderson, 
‘*fotal communication, like total marketing, means utilizing 
and capitalizing on every opportunity that will ultimately con- 
tribute to moving the product. But whatever the form the pro- 
motion takes, it must communicate. That’s the most important 
thing. It may not make an immediate sale, but it should make 


an immediate impression. Perhaps even a lasting one.”’ 


















Print jury selects 12 annual reports to 
receive awards for design excellence 


The winners: (in the order which the judges rated them) 


First America Corporation. Designer: Saul Bass 

KLM. Designer: Joop H. M. Mohle 

IBM. Designer: Paul Rand 

CBS. Designer: Lou Dorfsman 

Standard Oil of New Jersey. Designer: Charles Lofgren 
Standard Packaging Corporation. Designer: Hal Josephs 
Pepsi Cola. Designer: Peter Mehlich 

Standard Oil of California. Designer: Larry Rehag 
Imperial Oil Limited. Designers: Harold V. Shaw, G. M. Moscs 
Westinghouse. Designer: Edward X. Redings, Paul Rand 
Howe Sound Company. Designer: Mel Richman Studio 
Pacific Gas and Electric Company. Designer: Logan & Carey 


The twelve annual reports that receive PRINT awards for design excellence 
this year can boast that they are award winners in a complete sense. And 
why? The answer lies in the jury. The reports were judged by communi- 
cation experts from the worlds of finance, marketing, printing and design. 
And who made up this distinguished board of judges? They were Joyce 
Morrow, executive director of the American Institute of Graphie Arts; 
Gerard B. Meynell, merchandising manager at American Cyanamid Com- 
pany; Jerome H. Seymour, president of Associated Graphics, Inc.; the 
well-known designer, Ladislav Sutnar; Raymond Trigger, managing editor 
of Investment Dealers’ Digest and Milton K. Zudeck, art director-typog- 
rapher at McCann-Erickson. The event took place in the conference room 
at the Mead Library of Ideas.* The twelve winners, selected by PRINT’s 
board of judges, are the cream that came to the top from an original col- 
lection of 3,000 big board companies’ annual reports for the fiscal year 7 ieee shee 
1960. Reports used in the competition were submitted by our readers 

and, in addition, entries were drawn from the Mead Library’s compre- 

hensive collection on exhibit in New York and Chicago this month. 

Criteria for Judging Because the annual report is the most important 

piece of communication that a corporation puts out, it is absolutely im- 

perative that it be a combination of the best of all the elements that go into 

it. It was print’s feeling that winners must be outstanding in editorial 

content, in properly reflecting the companies’ corporate image, as well as 

being outstanding examples of design and reproduction. For this reason 

each member of the jury, in spite of their own specialities, was asked to 

*Note of thanks—PRINT’s vditors wish to thank the Mead Library of Ideas for their cooperation and 


the use of their facilities. Following its usual policy, the Mead organization did not participate 
in the selection of winning entries 
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rate the reports according to cover aptness, design 
unity, corporate image, and editorial content. 

The jury speaks How did the jury feel about their 
part in this competition? Here gathered a group of 
experts in quite different fields. How did they react 
to their common assignment? What were the trends 


? 


they saw? In general they noted a great improve- 


ment in design. Some of their comments follow: 


—“T felt like 


something of a maverick because most of the judges looked 


Sunday clothes don’t cover poor information 


for eye-appeal. Of course, I think that annual reports 
should be functional. If all the flossy Sunday clothes and 
fancy printing helps make the Report easier to read and 
to understand, fine; but if it tends to hide a deficiency in 
full disclosure, it’s more of a liability than an asset, as far 
as I’m concerned. I thought that, on the whole, a signifi- 
cant advance was revealed by the annual reports this 
year. In candor, in extent of discussion of pertinent facets, 
and in presentation of statistics, they were far ahead of 
reports that one might have examined ten years ago. Yet, 
all too many reports neglected comment on, say, employee 
relations and on employee benefits. Many reports failed to 
say a word about what the company is doing in the area 


Columbia Records 


of research—development of products and services foi 
the future. These are two typical areas in which the analyst 
of today is vitally interested, and in which shareholder 
should be.” Raymond Trigger. 

Better visual organization—“1 noticed, as a pleasant sur 
prise, the increased desire to present the information clear], 
and in a visually interesting way. Also noticeable was the 
overall better visual organization of the contents from page 
to page, as well as the care taken for good typography in 
text and tables.” Ladislav. Sutnar. 


High calibre design a corporate need—“The majority of 
the annual reports submitted this year presented the individ- 
ual corporate financial posture in a lucid, concise, and 
detailed manner, most appealing to our ever broadening 
number ot stockholders. It is heartening to note the ecor- 
porate recognition of the need for high ealibre design in 
the preparation of their reports, An effective, well por- 
trayed continuity of good design was dominant throughout. 


The use of color prevailed abundantly, and in most cases 
advantageously. Printing was generally very good, al- 
though some of the reproductions seemed to lack a bit of 
good old ‘tender loving care.’ Past and present product 


CBS. Designer: Lou Dorfsman of CBS 





Top row: Raymond Trigger, 
Ladislav Sutnar, 

Joyce Morrow, 

Bottom row: Gerard B, Meynell, 
Milton K. Zudeck, 


Jerome H, Seymour, 


1960 ANNUAL REPORT 


STANDARD OIL COMPANY (NEW JERSEY) 


and service developments, together with anticipated future 
progress were especially well defined.” Jerome Seymour. 


New trends “1. Beginning of use of wafer seal and self- 
mailing techniques. 2. Decreased use of high gloss stock. 
3. Increased use of a different colored stock for the profit 
and loss statement. 4. The technique of inserting the P&L 
as a drop-in in the middle of the report or as an enclosure 
in a sleeve. 5. Less use of 4-color photographie elements 


and increased use of line with small photographie inserts 
in line, doublespread. 6. Inclusion of certain sections 
pertaining to either the P&L statement or the management 
personalities on a smaller trim size but bound into the 
report. 7. With practically no exceptions the trim size 
was identical for the entire lot of entries. Three reports 
showed very careful selection of typeface in order to 
achieve a special, quiet, distinguished typography a la 
Noel Martin or Harry Ford. Two of the typefaces used 
were Bauer imports from Germany designed by Zapf 
(Standard Oil New Jersey and Champion Paper Com- 
pany).” Joyce Morrow. 


Communicating the company image—*T looked for how ef- 


fectively the annual report fulfilled its purpose in commu- 
nicating to stockholders the results of the efforts of the 
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Standard Packaging Corporation. 


Designer: Hal Josephs 


of Smith, Henderson & Berey. 


Je rsey, De signer : Charles Lof gre n. Pe pst Cola, De signer: Peter Mehlich. 
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Standard Out of California. 


Designer: Larry Rehag, Logan & Carey. 
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Imperial Oil Limited. Designers: Harold V. Shaw of Sampson-Matthews Ltd. and G. M, Moses. 


management and its organization during the past year. There were several truly 
outstanding reports which presented their story in beautifully organized fashion- 
good copy with art, type and photography being properly used in uncluttered 
fashion to establish the image of a company on the move. Certain criteria is recom- 
mended for investors to follow in buying stock—the quality of management and 
new products ready for immediate promotion or already launched with a forecast 
of results. One report did an excellent job in this respect, using pictures of each 
divisional manager and an outline of his particular field of responsibility, what his 
operation had accomplished and his plans for the future. All too frequently, new 
product and marketing plans are either buried in words or submitted as long term 
promissory notes. As for new trends in annual reporting, it appeared to me, that 
reports were achieving greater simplicity in their layouts while relying on good 
art and photography to achieve their ends. The failures were readily identified by 
unrelated art, and poor photography. The best printers cannot cover up these 
deficiencies.” Gerard B. Meynell. PRINT 50 
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LADISLAV SUTNAR: Visual design in action 


“Ladislav Sutnar has accepted the 20th century environment along with its 

problems and potentials. He has developed solutions which work effectively 
within these limits. Through his profound understanding of history, his 
devotion to the modern world, his use of the basic principles of formal 
organization and his recognition of the demands of our rapidly expanding 
technology, he has been able to accommodate his solutions to current condi- 
tions. Therefore, Sutnar stands as a peer among the international design 
personalities of this generation. His work demonstrates a comprehension of 
the contemporary situation that is seldom encountered. His consistently high 
level of performance is a rare phenomenon. Both the work and philosophy of 
Ladislav Sutnar provide guidance for an honest appraisal of current prob- 
lems and direction toward solutions in the future.’’ These are the words of 
Allon T. Sehoener, curator, The Contemporary Art Center, Cincinnati, 
referring to the recent exhibit of Sutnar’s work which is being sponsored 
by the Contempory Arts Center and Champion Paper Company. 


Sutnar’s philosophy and work are further illustrated in his recent book, 
‘‘Uadislav Sutnar: Visual Design in Action.’’ In it he defines and demon- 
strates three of his basic principals. They are: What is visual interest? What 
is visual simplicity? What is visual continuity? Each of these concepts are 
attributes of his work. By the kind permission of Mr. Sutnar’s publishers,* 
excerpts of these concepts appear on the next few pages. 


Ladisla vr Sutnar 


What is visual interest 


Visual interest is a magnet of curiosity. It is 

a force of inventive design which will excite and hold attention, 
The design means used to create visual interest depend 

upon the objective. An eccentric “visual scandal” 

or a “visual shock” of the outrageous and of the unexpected 
can catch the attention of the astonished eye. 

But visual interest may also be found in a fresh sensation of 
vision’s curiosity as in seeing a familiar object with 

humor or fantasy, or shaped afresh or grouped beyond 

the ordinary. It may also delight the eye to see 

a fresh design concept or a message so orderly presented as to 
make comprehension fast and easy. In complex information 
forms, as in books, large catalogs and exhibits, design is 
considered visually interesting for its ability to induce 

the reader or spectator to participate continuously 

and which guides him in a state of curiosity from one part 

of the whole to another. In design for selling it is necessary 
that the impact of visual interest reach beyond the first 

step of attracting attention. It should develop that attention 
into actual buying action by exerting its force 

of visual selling. Finally, it should be realized that since 
visual interest is apprehended by the eye, its commercial 
Success depends chiefly on the quality of its visual design. 
Gimmicks and gadgets do not make for good design. 


*Ladislav Sutnar: Visual Design in Action, Hastings House, New York 22, $17.50. 
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To gain visual interest, the use of 
such design elements as shape, line 
and color should resut in an 
thodox pattern, intriguing cnough to 
attract attention.’? 
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What is visual simplicity? 


Visual simplicity means “less is more.” It stands for the strength of simple design 

to communicate directly. To meet the demand for fast perception, 

visual simplicity requires selectivity of design means for direct visual performance, 
Basically, reducing the visually complicated to the most simple expression 

creates visual simplicity. In other terms, it means to bring the concentrated 

essence into full focus, or by brushing away obscure details to reveal the richness 

of simple shapes and patterns. In some cases the visual clarity of simple facts demands 
dramatic distortion, in others replacing long words with quickly understandable 
visual symbols. In information systems, a design is “visually simple” if it 

provides ease in finding, reading and understanding information, Here, the role of 
visual simplicity is to increase visual clarity by visual precision and order, 

Since simple shapes are easy to remember, in some fields visual simplicity 

is used as a tool to intensify design remembrance and recall, as in trademarks, 

product identification and package design. Finally, it should be noted, 

that visual simplification is not a mechanical process. It is not always easy. 

“Less is more” only when it is recognized, in the words of Lewis Mumford, that 


the more one eliminates, the greater is the importance of refining that which remains, 
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The accented consistency of design 
to symbolize the company’s personal- 
ity may erpand in many directions.’ 
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What is visual continuity ? * 
ae 


Visual continuity means perpetual order in unity. 

It stands for the accumulation of the forces of individual 

sequences multiplied by the integrated design of the whole. 

It results in the fast perception of information flow. 

A simple form of visual continuity is the space-time 

cartoon sequence of a clear order of frames. 

In magazines, books and catalogs, where two pages are 

simultaneously visible as a unit, design continuity 

implies a close coordination of all design factors 

in a pattern that provides a smooth visual flow for fast 

reading and comprehension, But the major function of 

visual continuity appears in larger information 

forms which require the eye to move continuorsly from 

Sequence to a sequence as in books, catalogs and exhibits 

as @ whole. Here, visual continuity assumes the 

function of a higher order of the basic pattern — — 
“addo-x° adding machines, 300 Park Ave, NY22 addo-x” adding machines, 300 Park Ave, NY22 
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“Visual continuity means perpetual order in unity.” 


projected in time and space in new dimensions. 

It maintains tempo, provides rhythm and climax. It gives 
the whole an ultimate form, color and direction. 

The final result conveys strength in a concept of unity. 
In the field of encyclopedic information systems and files, 
visual continuity is a sort of super-structure of 

order giving clarity to the contents. To achieve these 
requirements, visual continuity implies the use of visual 
interest and simplicity. Also, visual interest 

and visual simplicity are coordinated by visual continuity. 
The application of the three qualities in varying 

degrees is necessary for the effective performance of 

any information form. The force of visual continuity is 
bewmg recognized more and more. Its function has been extended 
to integrate many items and produce an obvious unity 
with a value of its own in creating a distinctive 

house style or continuing family resemblance. 
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To MOVE men, deliver your message forcibly. 
Unleash its full power on paper deftly chosen 
to enhance meaning and mood. When you 
select paper, profit from the skilled creative 
counsel of your Oxford paper merchant. He + 

is situated nearby—an experienced specialist > 

who stocks the complete quality line of Oxford 
coated text and matching cover papers. Rely p\ 

on your Oxford merchant to satisfy swiftly 
your every printing and budget requirement. 


Oxford North Star Papers, pride of the line, 
are a new family of trailing-blade-coated 





papers, distinguished for their remarkable I 
levelness and their excellent printability. ee 
North Star superiority among coated papers : 
can be demonstrated for you by your nearby 
Oxford merchant. For his name, drop us a 
card at 230 Park Avenue, New York 17,N.Y. 
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Three tiers at Aspen 





lith Annual International Design Conference 


Theme: Man/Problem Solver 


The 11th Annual International Design Conference 
at Aspen, just like its 10 predecessors described in 
a special issue of PRINT one year ago,, was again 
an exciting, three-tiered affair. 

What was said was one level. What was heard was 
a second. What went on around the week-long dis- 
cussions of the program theme, ‘‘Man/Problem 
Solver,’’ was still another. 

Prior to the late June meeting, program chairman 
Herbert Pinzke explained the theme and set the 
stage for the Colorado conference: 

““We propose to examine the broad and fascinating 
area of man’s development as a problem-solving 
animal; to discuss the various forces that, acting 
upon man, have enabled him to develop the skills 
and acquire the knowledge with which he has 
fashioned his environment and overcome its obsta- 
cles. We shall have people from various disciplines 
and arts who will discuss their attitudes about 
these matters and how these ideas relate to their 


own endeavors.’’ 

Keynote speaker Dr. Harold Taylor, philosopher, 
writer and former president of Sarah Lawrence 
College, challenged the record attendance of more 
than 500 designers, educators and businessmen by 
saying : 

‘‘Twentieth century man has been incredibly suc- 
cessful in solving the secondary problems of scien- 
tifie advance, and technical progress. He has failed 
to solve the major problem of building new institu- 
tions to contain the force of the advances. As a 
result, the liberal values and the humanitarian 
ethic which alone can make a new world richly 
habitable are on the defense and fighting for their 
lives. On the one side, there are the masses of the 
world’s people with their needs daily becoming 
more desperate. On the other side are the govern- 
ments, manipulating social, psychological, economic 
and political forces through the use of weapons, 
mass media of communication, threats and military 


















































































(facing page)Amphitheater and tent, designed by Eero 
Saarinen, where main sessions were held. (left, top to 
bottom) Keynote speaker Harold Taylor, right, tells 500 
designers that world’s first problem is war and peace, while 
Bruce Mackenzie listens attentively. Conferees picnic on 
Alaskan meatballs at Taklat lodge. Disaster came to this 
kite which was caught in a Birch tree near the main tent. 


strategy. In between are the rest of us—teachers, 
designers, architects, writers, painters, composers, 
sculptors, lawyers, businessmen, doctors, and all 
those who live in the kingdom of the educated, 
everywhere in the world. I hold that it is up to us 
to mediate between the needs of the human race 
and the governments who at this moment are in 
control of it, to move those governments back to 
their rightful place as the servants of mankind 
and out of their present place as the masters of us 
all. I hold further that it is the failure of the 
educated to commit themselves to this responsi- 
bility that has allowed the major problems of 
mankind to remain unsolved. This is the new 
treason of the intellectuals. ’’ 





Between this gauntlet laid down by Dr. Taylor 
on opening day and the provocative summarization $ 
of the conference on the last day by Dr. Anatol 
Rapoport, author and educator from the University 
of Michigan, more than a dozen other brilliant 
speakers explored the three-cycle unfolding of the 
problem-solving theme. 

Cycle one was *‘ Man becomes a problem solver ; the 
factors, ecological and inherited, that have made 
man the problem solver he is today.’’ 

Moderated by Dr. Albert E. Parr, senior scientist 
of the American Museum of Natural History in 
New York, panalists included Dr. Herbert Zim, 
educator, writer and science consultant, Dr. Reuel 


m 
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Denney, author and educator from the University 
of Chicago, Rapoport and Dr. Bernard Rudofsky, 
Austrian born and educated architect now living 
in New York City. (Rudofsky was chief architect ; 
of the American exhibits at the Brussels World’s 
Fair.) 

Cycle two was ‘‘All creative people are problem 
‘ solvers; how people in other artistic endeavors and 
scientific disciplines see their world of problems. 
Ilow they go about solving them.”’ 

Moderated by Mrs. Walter Paepcke, widow of the 
founder of the Aspen idea, the cycle’s great speak- 
ers were Richard Pick, classical guitarist, and Miss 
Gwendolyn Brooks, Pulitzer Prize winning poetess, 
both from Chicago, Dr. Peter Kronfeld, head of the 
department of ophthalmology, University of Tli- 
nois, and Dr. Tomas Maldonado, industrial de- 
signer, Ulm, Germany. 


Paget 


Cycle three was ‘‘7The business of problem solving 


Py 


today and tomorrow.’’ Its moderator was C. B. 
Sitterson, director of research and development, 
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Mrs. Thomas Woodward launches prize winning kite. 


Appleton Woolen Mills, and panelists were Edward 
R. Bursk, editor of the Harvard Business Review, 
Milner Gray, British designer, Bernard S. Benson, 
president, Benson-Lehner Corp., Dr. Roman Vish- 
niac, Russian-born micro-biologist from the Uni- 
versity of Miami, and Richard Morris, UCLA 
sociologist. 

Pulling the ideas of this diverse group of speakers 
together was not an easy task. Dr. Rapoport lucid- 
ly did so. 

‘Several themes have emerged from the confer- 
ence. There was general agreement that solving 
problems was a characteristic of man as any other 
crucial survival mechanism is of the species which 
depends upon it for survival. There was a range 
of opinion, however, as to what constitutes prob- 
lem-solving, about the relation of problem-solving 
to that elusive, prestige-laden character trait we 
call ‘creativity, and, above all, about what the 
important problems are. 

“The last question pertains, of course, to values. 
The participants showed much concern for values: 
how to choose them, how to decide their relative 
importance, and how to realize them. This is as it 
should be, because problem-solving is meaningless 
unless problems are posed, and problems cannot be 
posed without specification of value... . 
“Typically the problem solver goes on to solve one 
problem, because that is his job or, which is more 
important, because problem-solving comes natural- 
ly to him. When people are trained as problem 
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solvers, the solving of problems, whatever their 
import, whatever the impact the solutions have 
on individuals, on societies, on humanity itself, be- 


comes an end in itself. The meaning of life.”’ 


Ticr two—voices 


These were some of the more provocative state- 
ments made to the 500 conferees gathered in the 
quaint little Colorado village of Aspen. But in 
six days of white-hot, rarefied speech-making, con- 
versation, discussion, argumentation and midnight 
controversy, many things were heard. This was the 
second level of the meeting. 

For example, conferee Kenneth William Hirsch 
called Aspen ‘‘a conference of contrasts, a confer- 
ence of designers, not about design. The three 
major subjects discussed [were]: (1) how are we 
going to survive in an age when man has finally 
achieved the ability to destroy himself?; (2) how 
may we educate our children so as not to waste our 
precious human resource and at the same time 
satisfy the often contradictory aims of our stated 
educational goals?; (3) how may we resist the 
forces of compromise resulting from our need to 
make a living, which constantly work to prostitute 
our creative integrity? [These are| the basic ques- 
tions of survival, education and ethies.”’ 

Industrial designer Chester Abend from New York 
praised the contributions of the speakers, but said 
he felt he could only ‘‘take the responsibility of 
trying to change the world to some small degree 
in design.’ 

Joanne Ditmer, staff writer of the Denver Post, 
reacted this way: 

‘<P ne Tent (designed by Eero Saarinen) at Aspen, 
Colo., is unique in that, in place of a big show, it 


holds big thoughts. 

“The ... Design Conference was an incubator for 
these big thoughts. With this year’s theme, 
‘*Man/Problem Solver,’’ the panels and seminars 
could wander in every direction, from child care 
to the destruction of the world. The discussions 
excited the mind and brought into sharper focus 
opinions and thoughts differing from those one is 
exposed to every day. Disagreeing philosophies 
served as a catalyst to activate brain processes- 
in many cases long dormant. . . 

‘*The International Design Conference is a one-of- 
a-kind experience. It is certainly the only place 
in the United States where a conglomeration of 
people of a variety of ages and professional back- 
grounds collect, solely to exercise their brains. 
‘“Those attending didn’t come up with a foolproof 
solution to the world’s problems. There was no 
amazing new panacea unveiled. 

‘*But in an age where stultification, inertness is an 

















accepted way of life, perhaps there is tangible 
benefit in a conference that can in any way make 
individuals tackle problems, think constructively 
and resolve greater activity in their own lives.’ 
Bruce Beck, Chicago designer, who is secretary of 
the International Design Conference, and a veteran 
conferee, said: ‘‘It’s important for anyone going 
to Aspen to understand this is not a workshop 
about design. Instead, it is a sober and stimulating 
discussion about the areas that affect the designer. 
Its purpose is to make him a broader, more far- 
ranging man so that he can be more effective in the 
work he produces.’’ 

IDCA President Hy Hoffman, advertising official 
from Kimberly-Clark Corp., Neenah, Wis., clari- 
fied the role of the conferee in a brief weleome 
address: ‘‘You’re here because, as a member of 
the International Design Conference, vou recog- 
nize what this week is: an opportunity to listen, 
to think, to speak about maters of design and re- 
lated subjects in a way you do not find at home. 
You’re here to learn and you’re here to contribute.”’ 


Tier three—the extras 


The third level at aspen, considered by many to 
be as important as what was said and what was 
heard, was the broad variety of ‘‘extras’’ sched- 
uled for the conferees, plus the diversions offered 
by Aspen itself. 

These included a poolside reception at the Hotel 
Jerome on opening night, a fashion show for the 
wives the next day, a second reception at Aspen 
Meadows, a cookout, hike and Alaskan huskies’ 
kennel tour at Toklat Lodge, 11 miles from Aspen, 
during the middle of the week, a Western ‘‘Gala’’ 
party on the last night and daily luncheons where 
conferees informally joined the morning speakers 
to continue probing the questions raised earlier. 
Each evening everyone went to the restored 
Wheeler Opera House for movies, slide films or 
special activities relating to the conference. On 
one night guitarist Richard Pick and _ poetess 
Gwendolyn Brooks presented an unusual program 
of classical musie and poetry reading. 

And the village of Aspen turned itself inside out 
for the conferees. Summer ski tow rides, horses, 
bicycling, fishing, shopping, sightseeing, photog- 
raphy, sketching, hiking, camping out provided 
more than enough outlets for the few free hours 
available. 

Then there was the International Kite Flying 
Contest, held on the meadow near the big tent on 
the next to last day. This event, which had lan- 
euished since the 1955 conference, became an 
absorbing, though semi-serious, activity. 

Kite Chairman Merlin Krupp, Minneapolis de- 














signer, obtained more than 50 entries, most of them 
original designs. A truly international flavor was 
created by the inclusion of Japanese, Indian and 
Brazilian kites. 

‘‘The most ferocious entry, though not a_ prize 
winner, was an Indian fighter kite,’’ Krupp re- 
ported. ‘‘Shards of glass were ground into its 
string to cut the strings of other kites, throuch a 
back-and-forth sawing motion. However, we asked 
the Indian kite flyer to observe ‘open skies’ in a 
spirit of fair play toward the other entries.”’ 

The last activity on this third level—the events 
surrounding the conference—was one shared by 
everyone: the enriching experience of meeting, 
talking to and arguing with people whose interests 
were similar but whose backgrounds varied tre- 
mendously .. . conversations that went on into the 
early morning hours and began again at dawn. 
The Aspen Design Conference has been called ‘‘a 
cultural mosaic,” “an intellectual three-ring circus,” 
“a unique mind-stretching and purifying week.” 
It has no definite result, because no finished prod- 
uet or ringing conclusion grew out of it. 

But operating on its three levels of what was said, 
what was heard, and what went on around it, the 
conference continues to be an opportunity for 
designers and educators and businessmen to under- 
stand one another better and to understand the 
worlds they come from and must return to. 


What about next year? As the advance poster clearly states, 
the International Design Conference theme for 1962 will be 
Environment. The planning committee has already begun 
to line up some fascinating speakers. More definite an- 
nouncements will appear in the next issue of PRINT. Poster 
design by Ralph Eckerstrom and John Massey. 
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environment: IDC aspen 1962 
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JAPAN: Rice fields and Mt. Fujiyama. Photographed 
by Chester Kronfeld for Pan American Airways Calendar. 


Start off right...with Calcofluor’ White 


...1t’s your best insurance against lifeless printing! Cyanamid’s famous 
brightener makes paper whitest white so colors have more impact...con- 
trasts are sharper...typography is crisper, cleaner. Even black and white 


printing takes on a ‘“‘new dimension.” Naturally, your customers are delighted 
...80 better printing results become better business results for you! Papers 
treated with Calcofluor White are available from leading mills in a wide 


variety of weights, grades and finishes. ¢ American Cyanamid Company / 


Dyes Department / Bound Brook, New Jersey. 
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“Capitalize” on Calcofluor-treated Paper 


For better, consistently brighter printed pieces 
... always be sure the paper contains Calco- 
fluor. This optical brightener, developed by 
Cyanamid especially for paper, whitens and 
brightens coated and uncoated paper and im- 
proves legibility. Calcofluor-treated papers also: 
e add new excitement to photographic repro- 
duction — whether black and white or color e get 
the most out of printing inks, art work, en- 


craftsmanship e give printed pieces more eye 
appeal —assure higher readership e imply ‘better 
quality’’—create a more favorable company 
image. To enjoy all these benefits . . . simply 
specify Calcofluor-whitened paper, now avail 
able in many grades and finishes. Leading mills 
make it... paper merchants everywhere can 
supply it. Use it on your next job and see the dif 
ference! e American Cyanamid Company / Dyes 
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Civil War art in 1961 





An ironie fact about War is that 
while it hastens the development of 
destructive forces, it also hastens the 
development of more positive forces 
that constructively influence a later 
day. 


An example of the latter occurred 
during the Civil War when the de- 
mand for news was met with develop- 
ments in the graphic arts. This huge 
demand for War news boosted cireu- 
lation of printed matter in general. 
Increased circulation opened new 
avenues for advertising too. Vivid 
engravings relating scenes from the 
| War began to appear in such maga- 
, zines as Harper’s Weekly. Outstand- 
ing woodtypes and woodcuts called 
Mi, for recruits on conscription posters 
and handbills. With its greater audi- 
ence, advertising became a_ larger 
Y visual force. 


With 1961 representing the Civil 
ai War Centennial, not only is there 


<metet 
an 


st still an interest in the graphies of 
that period but the theme itself is 
serving to inspire artists and design- 
ers. One outstanding example of the 
Civil War’s inspiration to the art 
ye | world is found in the recent ad series 
er being produced by the Standard 
ay Paper Manufacturing Company. The 
ly idea came as a natural to the paper 
il. company which is located in Rich- 
Ils mond, Va., the heart of Civil War 
events. The campaign consists of 

if series of brochures featuring authen- 
| tic and emotional illustrations of the 
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BRIGADE! 


LAST CHANCE TO AVOID THE DRAFT! 


$402 BOUNTY! 


xo VETERANS! 


$302 to all other VOLUNTEERS! 


All Able-bodied Men. between the ages of 18 and 45 Years, 
whe have heretofore served net ies than ninc months, whe shall re-enlist for Reziment. 
in the feild, will be deemed Veicrans, and will reecive one month’ pay in advance, 
and a bounty a remiam of 402. Te all other recruits, onc month's pay in advance, 
pos mium of —-* will be paid. 

Malligan 1 . meow in the ficid, und te reecive the 
maanlficent bounties antes by the aoucaivan can have the opportunity by culling 
at the beadquarter. of 


CAPT, J. J. FITZGERALD 


Of the Irish Brigade. 234 Regiment Diiwow Voluoteers Recrwtung Officer Chicago Dlsow 























Each Recruit, Veteran or otherwise, will receive 


Seventy-five Dollars Before Leaving General Rendezvous, — 


ont Go comteter of Ge Soumty ts cater tei a  & 
beenty and premiem for three ee 
end asd SO per month for ah sekers 


Dn Cameras 20k ane seis Gast Satan Oe So 0 pele of See ee ae ING MUSTERE 

o°0 
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Kecremang UGicer. eon + North Crt & Keane 


THE CONSCRIPT BILL! 


HOW TO AVOID IT!! 
U.S. NAVY. 


LOO) CN WANTED, FU fe MONT 


Seamen's Pay, - ah per meath. 


ay. - e e e e ° ines * * 
$1.30 extra per moath te all, Greg Meacy. 


$90,000,000 PRIZES! 


Alewady raptored. Salter, Whips Crews The laws 
protects the reghts of all the eapisre 
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Fer fertber information apply te U. H. NAVAL BENDEZVOUN, 


E Y. BUTLER. U.S. N. Recruiting Officer. 


Ne. 1.4 FRONT STREET, SALEM, MASS. 


Conscription posters produced during “the” War. 


ST 

















































The men who fought the War, illustrated by Jack Woodson. 


Civil War, The illustrations are mostly oil paintings 
and, of course are printed on the company’s line of 
fine printing papers. Creators of the series are Frank 
Shepperson, Standard’s director of advertising and 
art, and a free-lance illustrator, Jack Woodson. 


Woodson and Shepperson have based their work on 
the philosophy that people are basically interested 
in realism and authenticity. To achieve these qual- 
ities, the two engaged in thorough and_ prolonged 
research. They confined their subject to a special 
area of incidents .. . those that were not necessarily 
prominent historical events in the War but were of 
interest and emotionally important to the individuals 
involved at the moment. Personal recollections in the 
form of letters provide the theme for Woodson’s 
illustrations. The letters often appear as reprodue- 
tions from the original records. The copy is simple, 
human, emotional and often touching. 


Research for illustration accuracy consisted of a 
detailed search for such items as guns, uniforms, 
equipment, personal belongings, at the Confederate 
museum in Richmond and from private collections. 
The two collaborators found material varied indeed. 
‘*For example,’’ says Shepperson, ‘‘of the nearly 
fifty kepis examined, we found no two alike; much 
of the battle and personal equipment—Federal and 
Confederate—was the same. Uniforms varied from 
company to company and frequently within the same 
company. Where original items, such as the balloon 
and gas generators in the No. 4 brochure, were not 
accessible, Woodson worked from unpublished photo- 
graphic negatives loaned by the National Archives 
through the Richmond Civil War Centennial Com- 


mission.’’ 


More authentic material, such as the illustrated action 
which takes place aboard a blockade runner in the 
No. 5 brochure, was obtained from the Mariners 
museum in Newport News, Va. Live models in authen- 
tic settings were used by Woodson for his illustrations. 
Collaborator, Frank Shepperson portrayed Johnny 
Reb in the first brochure. 


Woodson and Shepperson have further carried out 
their idea to tell a story as simple and beautifully 
as possible by underplaying the sales message. The 
reader doesn’t discover it until he has thoroughly 
read the story, seen the illustration, and felt the 
paper. Then, at the bottom of the final page of the 
brochure it is simply stated. All of the information 



































wae sstels 2: 








THE CIVIL WAR CENTENNIAL 


(Above) Spread and front cover of Brochure four, based on 
written and visual record of Prof, Lowe’s balloon flight to spy on 
Rebs. (Right) Cover of Standard’s second brochure. Al illustra- 
tions were painted by Woodson in tempera on illustration board, 











is there for the specifier’s benefit if he has 
been impressed with what went before. 


Apparently the philosophy has been right 
as according to Standard there has been a 
very interested response. They have re- 
ceived inquiries from editors, executives, 
authors, printers and lithographers, pub- 
lishers, students, agency personnel, de- 
signers and many Civil War enthusiasts in 
both this county and abroad. 


The examples of the series on these pages 
show a combination of fine art reproduction 
with a theme of genuine emotional interest 

. an ideal formula for long-lasting com- 
munication in today’s world of great 
noises. 





* s— 
UR PRESENTATIONS? 


brochure. (Above) One of Woodson’s 
“live” models is also his collaborator, 
Frank Shepperson portraying Johnny Reb 
in this brochure. (Right) A recruitment 
poster for 250 of the “men who fought 
the War.” 


Realistic human illustrations of Civil 
War soldiers from Standard’s Centennial 
ee 
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Starting with International Paper's Ticonderoga Cover, Terra 
Cotta, designer Roy Kuhlman achieves a personal, almost 
hand-crafted effect with old wood type faces, two ink colors 
and a printing impression of clear varnish. The imaginative 
varnished characters exploit the inherent colors of the paper 
itself, presenting the paradox of “printing” a color without 
actually using any. Throughout, Kulhman treats the paper — 
its color, texture and quality—as a creative medium, a distinc- 
tive asset to the over-all design. 

All production was by offset, and the run totaled 58,000. For 
more information about the creative possibilities of colored 
paper, write to Color Council, E. |. du Pont de Nemours & Co., 
(inc.), N-8421, Wilmington 98, Delaware. Du Pont supplies 
dyes and chemicals to the paper industry, manufactures no 
paper itself. 
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PAPER & DESIGN 


POLISH PAPER CUTS 


Paper cuts from Poland 
Ware the theme in this issue 
of Push Pin’ Studio’s 

wy publication, Monthly 
Graphic. The cuts were 

- mm photographed by 
ay)” Y Shirley Glaser at the 
Polish Embassy in 

London. The book 

also makes effective 

use of Polish postage 

stamps. Editorial con- 

tent consists of a Pol- 

ish fairy tale, Polish rec- 

ipes and a slightly pub- 
lished piece by Joseph Con- 

rad. Booklet is printed in 
three colors on Chemical Fine 
Paper Co’s Groundwood offset. 
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areetings | from the 


NOVEL GREETING / . 
if 

Yiddish newspapers printed >i -Th ¥ fa a ie 40 i: 
with linoleum blocks make an = aka | Bed Aye L fou 
effective Chanukah greeting c. x F 
for the Brods, designers from 
Cincinnati, O. The linoleum 
blocks illustrate the historical 
Jewish warriors known as the 
Maccabees who in the 2nd 
Century B.C. led a _ revolt 
against the Syrians. The copy, 
“greetings from the Brods” is 
simply typed on plain white 
paper and attached to the 
greeting with a red seal. 























(continued) 








PAPER & DESIGN 


now—when more severe congestion MSC TRIAMINIC now adds 


methscopolamine to the Triaminic 


requires more secretory control formula for patients with profuse : aie 


nasal discharge or postnasal drip 


+e | 
Mi SC Trt m : ni who require more secretory control. : 
























PEOPLE 





PAPER 





This pharmaceutical ad attracts attention in 

medical circles by using paper sculpture conceived 

by Reynold Ruffins for Dean L. Burdick Associates, Inc. 
To stylize six personalities without involving 

himself in art was Ruffins’ aim. According to the designer, 
the unusual sharpness of these examples was 

achieved by having the engraver shoot directly 

from the copy rather than from a photograph. 


IN A MAZE 


Three important demands were placed on the designer’s 

specification of the cover stock used in this 

brochure for the TV Bureau of Advertising. 
4 * It was decided that embossing would be the most effective way 
3 to create the idea of a maze. The cover stock 

had to be strong enough to take the stretching of this process, 

It was also desirable that the stretched areas show 

* a contrast in texture to those not embossed. 

Extra strength was again necessary to get a 

high and deep embossing. Strathmore’s Beaubrillant 

was the stock selected by designer Ben Saco. 


(continued ) 






















in the battle of 


HIGH QUALITY 


VAY 





ECONOMY .. you come out on top both ways 
with BAGLE-A TROJAN BOND 


 — ——— a Al gag A a 








™ 
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Specify Eagle-A Trojan Bond to win new heights of excel- 
lence in your printing. With this great group of 25% 





Pn We cotton fiber bond papers you get extra quality without, 

Teary. paying a premium price. Ideal for letterpress, lithography, 

die stamping, raised printing . . . for business stationery 

with matching envelopes, direct mail . . . for every job 

ae. that calls for fine appearance and good printing. For a 

38S 3 —— “A sample portfolio, write Dept. W. 
ve TROJAN BOND COCKLE FINISH * TROJAN BOND OPAQUE 
BAGLE-A PAPERS TROJAN LAID + TROJAN BOND SMOOTH VELLUM 
jor more creative American Writing Paper Corporation, Holyoke, Mass. 

COMMUNICATIONS Makers of Eagle-A Coupon Bond and Other Fine Eagle-A Papers 
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PAPER & DESIGN 
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OPEN HOUSE—As the directions say, pull apart the accordinan folds and 
have revealed an invitation to a cocktail party open house at a designer’s 
new office. An effective contrast in type faces is another attractive feature 
of the invitation ... old fashioned type for the word “open,” printed in 
red, and inside the folds, printed in black, is a modern sans serif type. 
Designers: Frank Mayo and Edward G. Infurna. 


(continued) 
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No ONE KNOWS how soon color 
catches a baby’s fancy, but it must 
be very carly, and thus all of us 
quickly grow to know the beauty, the 
challenge, and the identification 
color provides. 





— A simple but sensible use of color 
is found in Howarp Bonp’s twelve 


HOWARD 


Companion Lines: Howard Ledger * Mimeograph 








PAPER MILLS, 


Printed on Maxopaque 


Babe's eye view of a wonderful colorful world! 


clean, clear colors. For business 
forms Howarp colors identify, speed 
action, reduce errors. For many 
kinds of business printing Howarp 
colors provide an attractive two- 
color effect at one-color cost. And 
it isn’t often you find so fine a water- 


marked bond at its thrifty price. 


DIVISION OF | 


PAPER 







*“*The Nation’s 








Your printer and/or paper mer- 
chant can show you samples. Or 
write and we'll have a sample book 
on your desk in considerably less 
than a week. 

Y ¥o8 


ALL HOWARD PAPERS are quality 
controlled by Accupay 


e URBANA, 


COMPANY 


OHIO 


Business Paper”’ 
Duplicator + Posting Ledger * Du-All 


Basis 8O—Vellum Finish 

















At your finger tips—have the 
sample book that has the answer 
to more than half your printing needs — 


. Rs. rpeng” 
Bee! les DE u: 
WANG PRie 6 oe 


For every kind of printing —one color, two color, full color, half 
tones (see above). So sparkling on snowy Maxopaque. And with 
built-in savings thanks to opacity that encourages use of lighter 





* 


weights for savings in paper cost, inventory storage, postage dollars. avr 
A 2 color 
Write for a sample book, and watch half of your paper problems vanish. B 1 color—half tone 
C 1 color—line iin g ie 
aR, 
Printed on Maxopaque—Basis 80—Vellum Finish Balance 4-color process a 








HOWARD PAPER MILLS, aetna parer company - oivision of |(*)St.Repis - DAYTON, OHIO 


PAPER ©P COMPA 
















PAPE & DESIGN 


WOODCUTS SELL PAPER 


Woodcuts depict key stages 





in the manufacture of various 
grades of printing papers in 
a campaign for the H & W 
division of Scott Paper. Ted 
5 Davies 






, award winning wood- 
cut artist of New York, is 
originating sketches on the six 
subjects for the series. The 
designs will be printed on dif- 
ferent grades of H & W 
paper and will be used as in- 
serts for various printing 
trade media. The entire series 
also will be reproduced for 
distribution to the printing 
and graphic arts industries. 
Artist Davies has completed 
the first three woodcuts which 
illustrate  pulpwood being 
loaded onto conveyors, the 
debarking of logs, and the 

digesting of wood chips. Re- 

productions of the first three 

Be; woodcuts in the series are 

available on request to Hol- 

lingsworth & Whitney Div., 

Scott Paper Company, Inter- 

national Airport, Philadel- 

phia 13, Pa. 














most illustration boards look alike 


Q > 1] 
’ : j 
i, Mv im “. SS Me Mune 


but... does the illustration board you are using have a// 
these favorable features: Lies flat, stays flat... erases feather- 
free...stands excessive reworking...is consistently free of 
defects...has excellent stripping qualities...is faced with two 
usable surfaces of 100% cotton fiber...is double mounted 
making for economy in price and file space...accepts all media 


such as air brush, line and wash, tempera, water color, pen 
and ink...has incomparable photo-reproduction qualities? 


Any illustration board has some of these 
features. Strathmore is the only illustra- 
tion board that offers you all of them. 
Ask for it by name (specifying regular or 
high surface) and be sure it has the familiar 
“thistle” trademark. write for free sample book, show 


ing the full line of Strathmore Artist Papers and Boards: Strathmore 


Paper Company, 10 Front Street, West Springfield, Massachusetts 


STRATHMORE 


STRATHMORE PAPER COMPANY « WEST SPRINGFIELD, MASS. 











LETTERHEAD DESIGN 





RV KOONS ASSOCIATES 8 EAST 48 STREET NEW YORK 17, NEW YORK PLAZA 2-413C€ 


PRINTERS’ RULES 

The recognizable trademark on this letterhead is in 
the use of printers’ rules. By using these rules the de- 
signer has indicated the relationship of his design ap- 
aroach to the honesty and beauty inherent in the craft 
of printing. At the same time the rules are intended to 
symbolize the infinite amount of design variations pos- 
sible in every given problem. Designer: Irv Koons 


TROY’S 
FLOWERS & GIFTS 
21 N. BROWN AVENUE 
SCOTTSDALE, ARIZONA 
PHONE: WHITNEY 5-2852 


TT 
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WARREN FURLONGE ASSOCIATES INC | servonczar 


WURRAT WiLL 84998 


PRESS RELEASE 


sepevenennennonreniennen wun 


CORPORATE DESIGN 


This design office has chosen the term “corporate de- 
sign” inside a circle as most representative of its activi- 
ties. The term was chosen because it pinpoints the 
corporation as the firm’s market target, and because it 
suggests the scope of services available, including mar- 
kheting-oriented graphics, industrial, and corporate iden- 
tity design. The circle expresses the company’s creative 
search for new design expression, circumscribed as it 
must be by today’s communications needs. Warren 
Furlonge Associates’ selected a logotype, based on a 
2,000 year old quadratic Roman, to indicate adherence 
to immutable design principles. The circle is printed 
in greenish gray as is the vertical line which appears 
between the company name and address. Stationary 
has a laid finish. 


ADAPTABLE LOGO 


An interesting aspect of the logo on this letterhead 
is that, when printed in its original size, it immediately 
adapts to business cards and small advertisements. The 
letterhead, designed by Richard Rummonds, is printed 
in green on Strathmore fluorescent bond. It was part 
of a recent art museum exhibit devoted to Rummonds’ 


letterhead designs. (continued ) 
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Stability is a desirable attribute. Elusive, too. « In any giv 

, you may find it. Or, you may not. « Money, for example. 
Dollars have it. Drachmas do not. Many Orientials have an 
interest in money, but no real yen. « Here are some other 
where you will probably not find a whole lot of stability. 
conventions. Bars. Coffee Houses. Notion departments. 
Hollywood. Havana. Hades. Horse rooms. « Speaking of 
said that Seabiscuit once refused to lie down in a posh cu 
built just for him. Simply wasn’t stable. « Advertising 
are not noted for their stability. Of course, graphic arts 
long on it. « There is only one place we know of where y; 
always find stability in great quantities . . . in the better 
content paper known as PLOVER Bonp. 
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EMBASSY ENGRAVING COMPANY 


1315-1319 NORTHWEST HAWAII AVENUE, WASHINGTON 41, D.C. + CAP 


Dimensional stability 
means unexcelled press 
performance. When 

it comes to making a 
good impression, 

Plover Bond can’t be 
beat. With this 
bountiful bond, your 
letterhead designs are 

not limited by inhibited 
behavior on the press; 

no need, for instance, to 
shun a fine visual that 
calls for critical register 
because of some haunting 
doubt that the paper 

isn’t up to it. No need to 


avoid bleed because of — 
that nameless fear that — 
your design will be pulled — 
down like the corners of @ | 


loan officerte tifie,...This 
structural soundness, unique 
in Plover Bond, is assured 
by careful attention on the 
paper machine, enhanced by 

































The corporate letterhead is industry’s most 


broadly-used image-builder. It should reflect, 


among other things, stability. 


These fine PLOVER BonD 
distributors will be delighted to provide you 


WHITING- 


with the perfect backdrop for any such design. ( 


PLovER Bonp. Dimensionally stable. Visibly better. 


Akron, Ohio....... The Alling & Cory Company 
ry The Whitaker Paper Company 
DRED, 6 <scneses The Baxter Paper Company 
Baltimore.......... The Paper Supply Company 
Bethlehem, Pa..Wilcox-Walter-Furlong Paper Co. 
Birmingham.......... Jefferson Paper Company 
ere Zellerbach Paper Company 
Dh. : <c Manvhabaueee D. F. Munroe Company 


Boston....Warren L. Wheelright Paper Co., Inc. 
Bridgeport, Conn.....Geo. W. Millar & Co., Inc. 


Bristol, Va.-Tenn........ Dillard Paper Company 
ees The Alling & Cory Company 
Burlington, Vt.....Vermont Paper Company, Inc. 
oo eS eer Dillard Paper Compony 
errr Chicago Paper Company 
PR sunnkewseeesee Midland Paper Company 
POOR ccc cusabeswacee Moser Paper Company 
Ps peekesecteren Reliable Paper Company 
Chico, California... .. Zellerbach Paper Company 
Cincinnati...... The Chatfield Paper Corporation 
Cleveland.......... The Alling & Cory Company 
Columbia, S. C........ Palmetto Paper Company 
BR escusssecesnye Clampitt Paper Company 
Danbury, Conn............ Mid-Eastern Envelope 

& Paper Company 
RT, ckcccesivewesee Jensen Paper Company 
ee Newhouse Paper Company 
Des Moines.......... Western Newspaper Union 
a The Whitaker Paper Company 
ee Weber Paper Company 
ee Duluth Paper & Specialties Co. 
a  eeererrry Zellerbach Paper Company 
a ee Zellerbach Paper Company 
PD cc ksbsencsdsesnensesuaee® Leslie Paper 
PDs ccneweaseseeee Western Newspaper Union 
Fort Wayne, Ind...... Taylor-Martin Papers, Inc. 
Pt WeNU staaseeeen Clampitt Paper Company 
eT Zellerboch Paper Company 
Grand Rapids. .Solon & Gilhula Paper Company 
ee Leslie Paper 
Greensboro, N. C........ Dillard Paper Company 
Greenville, S. C......... Dillard Paper Company 
Harrisburg, Pa...... The Alling & Cory Company 
PE, Cis scewescdes Batt Paper Company 


Hartford, Conn.....Elliot R. Vanderlip Co., Inc. 
PEIR, cs cn nessecece Clampitt Paper Company 








Indianapolis......... The Chatfield Paper Corp. 
Indianapolis. ...MacCollum Paper Company, Inc. 
Jackson, Miss.......... Central Paper Company 
Jacksonville, Fla..Graham-Jones Paper Company 
Kansas City, Mo.....Midwestern Paper Company 





Kansas City, Mo...... Wertgame Paper Company 
Knoxville........ Louisville Paper and Mfg. Co. 
Lincoln, Nebr........ Western Newspaper Union 
fy. eee Western Newspaper Union 
Los Angeles......... Zellerbach Paper Company 
Lovisville........ Louisville Paper and Mfg. Co. 
Madison, Wis....... General Paper & Supply Co. 
Madison, Wis..... Yankee Paper & Specialty Co. 
a eer Memphis Paper Company 
Menasha, Wis.....Yankee Paper & Specialty Co. 
Picnsdicnsdcceese E. C. Palmer & Company 
Milwoukee....... Allman-Christiansen Paper Co. 
Milwaukee..... Dwight Brothers Paper Company 
Milwaukee....... Yankee Paper & Specialty Co. 
DIRS os sun dSuaadsaesecanw Leslie Paper 
Minneapolis.......... Newh Paper Company 
Minneapolis........ Wilcox-Mosher-Leffholm Co. 
Montgomery, Ala...W. H. Atkinson - Fine Papers 
rarer = Newhouse Paper Company 
a ee Clements Paper Company 
Newark, N. J...... J. B. Card & Paper Company 
at BES 6x soneses sss Alco Paper Company 
New Orleans............ A to Z Paper Company 
New Orleans...........- Sam A. Marks and Co. 
Sere ry The Alling & Cory Company 

Miller & Wright Paper Co. 
de, eee H. P. Andrews Paper Company 
a Duplicating Papers, Inc. 
eee M, M., Elish & Company, Inc. 
eee ...Forest Paper Company 
MO WOE. oossensseses Linde-Lathrop Paper Co. 
OG WRK scsncscee Majestic Paper Corporation 
MAW WOK ss scccecd Geo. W. Millar & Co., Inc. 
ie FOE: ssenaed Nelson-Whitehead Paper Corp. 
VE ce deesevecevad Reinhold-Gould, Inc. 
ee, RE RN, Ris Paper Company 
eee Royal Paper Corporation 
kg ee ery Saxon Paper Corporation 
Oakland, California. .Zellerbach Paper Company 
Oklahoma City....... Western Newspaper Union 
a ae .++.»Western Paper Company 





a PAPER COMPANY, STEVENS POINT, WISCONSIN 
Ox 
better papers are made with cotton fiber 


DRIED ci ccesccee Graham-Jones Paper Company 
Philadelphia......... Schuylkill Paper Company 
Philadelphia. . . .Wilcox-Walter-Furlong Paper Co. 
PRE ssa neeeeesie Zellerbach Paper Company 
Pittsburgh......... The Alling & Cory Company 
Pocatello, Idaho..... Zellerbach Paper Company 
Portland, Ore........ Zellerbach Paper Company 
Providence, R. |......... Central Paper Company 
a ere Dillard Paper Company 
Redding, Colif....... Zellerbach Paper Company 
DE wcaneccsasouan Zellerbach Paper Company 
Richmond, Va.....B. W. Wilson Paper Company 
ROR, While esccecesd Dillard Paper Company 
Rochester, N. Y.....The Alling & Cory Company 
Sacramento......... Zellerbach Paper Company 
og eee Acme Paper Company 
DE PN 6st sessuwsesensaesas Leslie Paper 
er Newhouse Paper Company 
Salt Lake City....... Western Newspaper Union 
Salt Lake City....... Zellerbach Paper Company 
San Antonio.......... Clampitt Paper Company 
SOR DINDs xs ccseuss Zellerbach Paper Company 
San Francisco....... Zellerbach Paper Company 
eee rr Zellerbach Paper Company 
Bs vissscsewascs Zellerbach Paper Company 
Shreveport...........Western Newspaper Union 
de ere Western Newspaper Union 
See WG; Es Dini oss cess e008 Leslie Paper 
SOORORG sc cccccesece Zellerkach Paper Company 
Stockton, Calif....... Zellerbach Paper Company 
Syracuse, N. Y...... The Alling & Cory Company 
TOE css dnnees ....Standard Paper Company 
TQCOMNG. . ccccies .....Zellerbach Paper Company 
DOE, cavcaue ...Graham-Jones Paper Company 
ee The Commerce Paper Company 
Topeka, Kans....... Midwestern Paper Company 
Trenton, N. J...... J. B. Card & Paper Company 
Tucson, Arizona..... Zellerbach Paper Company 
WOOD, cin ins snneeseceee's . Tulsa Paper Company 
Ue WS Wissccaces The Alling & Cory Company 
Walla Walla......... Zellerbach Paper Company 
Washington, D. C...... Frank Parsons Paper Co. 
ee eee Western Newspaper Union 
Wilmington, N. C........ Dillard Paper Company 
Worcester, Mass...The J. C. Campbell Paper Co. 
WORD: ssnscesvcssc Zellerbach Paper Company 










LETTERHEAD DESIGN 





GRAPHICS AND DESIGN 


To suggest the entirety of the Nlein 
Wassmann/ Design office, the de- 
signers wanted a_ letterhead that 
would say in one breath “graphics” 
and “product design.” The answer 
is this interesting page of geomet- 
rics Which is printed on the back of 
the letterhead. The designers alsu 
felt that such a pattern suggested 
precision and logic and for other 
items such as cards and envelopes, 
they pulled out one element from 
the page and used it alone as a sym- 
bol. A section of the entire letter- 
head is shown here with the figures 
reproduced in their original size. 


° , 
CALLTHEMAN FROM 


se MARQUARDT 








AiR 153 SPRING STREET, NEW YORK 12+CAnal 6-4562 















(continued ) 
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Print SUBSCRIPTION FORM 


1312 18th St., N.W., Washington, D. C. 


Please enter my subscription for 


[] lyear... $9 [-] Check enclosed [] Bill me later 
My Name Title 
Company 
Address 
City .. Zone State 

















| 














LETTERHEAD DESIGN 


NORMAN PERMAN 
1 EAST ERIE STREET 
HICAGO 11, ILLINOIS 

PELEPHONE: MI2-1 

ADVERTISING AND 


PACKAGING DESICN 


A t 17, 


AN OVERSIGHT 


Packaging and advertising designer Norman Perman informed as 
that he was the designer of two items mentioned in the last (Paper) 
issue of PRINT ... the CBS Portfolio and the Abbott Laboratories 
Dayalets Folder, pages 26, 68,71. The information came on a hand- 
somely designed letterhead printed on Strathmore script. Our apolo- 
gies for the oversight. 


ELEGANT AND SPACIOUS 


A multi-colored mosaic pattern on 
the embossed figure of a seahorse is 
the outstanding feature of this let- 
terhead for Town & River Estates. 
Beyond this figure there is nothing 
to interfere with the message except 
a thin line of return address data 
which runs up the left hand side. 
Designer: Robert Wesley. 














RISING LINE MARQUE 
25% Cotton Fiber Content 
Sheet Stock—In Antique ivory, Aqua 
Biue, Petal Pink, Colonial Green, 
Dove Gray, White 








Substance 20 _500 1000 
Size Sheets Sheets 
17 x 22 20 40 
34 x 22 40 80 
Substance 24 500 1000 
Size Sheets Sheets 
17 x 22 24 48 
34x 22 


48 96 
Second Dimension Denotes 
Grain Direction 


500-sheet Ream Boxes of 
Rising Line Marque (8% x 
11) introduce a new and 
very much desired user 
convenience. Available in 
White and all colors, 
Sub. 20 and 24. Also 
supplied in Junior Car- 
tons of ten Reams each. 





OUTSTANDINGLY 
BETTER, RISING’S 
LINE MARQUE 
ADDS CLASSIC 
ELEGANCE TO 
COMMUNICATIONS 


Modern papermaking 
techniques make Rising's 
Line Marque outstanding 
in color evenness, clean- 
liness, and uniformity, yet 
it costs no more than 
ordinary 25% Cotton 
Fiber Bond papers. It is 
ideally suited to every 
reproduction process. 


In a selection of the best, 
Rising's Line Marque 
is always the choice. 
For now soft pastels en- 
hance its classic laid an- 
tique finish, adding new 
glamour to this elegant 
paper. Five subdued 
shades plus white, in im- 
peccable taste, are truly 
“Fine Paper at its Best.” 





RISING LINE MARQUE 
IN REAM BOXES! 


\ 




















PRINTED ON RISING'S LINE MARQUE, DOVE GRAY, SUBSTANCE 20 


*cotton fiber 








Laid surface. Water- 
marked. Wrapped 500 
sheets per package. Avail- 
able in full-size sheets and 
letterhead sizes, boxed or 
ream sealed. Matching 
envelopes are available in 
the above substances from 
Old Colony Envelope Co. 


Write for samples and the 
name of the Rising merchant 


nearest you 


RISING PAPER COMPANY, 
HOUSATONIC, MASS 


MAKERS OF RISING 
PARCHMENT (100% CF* 
BOND) « RISING BOND AND 
OPAQUE BOND (25% CF) 
* LINE MARQUE (25% CF 
WRITING) « NO. 1 INDEX 
(100% CF) « PLATINUM 
PAPER AND BRISTOL 
(25% CF) « WINSTED 
WEDDING AND BRISTOL 
* WINSTEDO GLO-BRITE 
VELLUM, BRISTOL, TEXT 
AND COVER + AND 
TECHNICAL PAPERS 


SANOaviN SANIT ONISI IG 
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In this section we bring readers informa- 
tion ov graphic arts materials and serv- 
ices. If you would like more information, 
or actual samples where indicated, on any 
item, write on your letterhead to “Mate- 
rials and Methods,” Print, 535 Fifth 
Ave., Vew York, De 2 
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ALPHABET FOLDERS: Nine of the 
most widely used foundry types manu- 
factured by American Type Founders 
are shown in their complete size ranges 
in a new set of Alphabet Folders now 
available from authorized ATF Type deal- 
ers Without charge. Each folder presents 
a single type design. Complete alphabets 
are shown in most sizes, but those omitted 
in the larger sizes can be visualized or 
traced from other letters which are shown. 
Each folder is 14” x 714” flat, folded to 


314” x 714". American Type Founders 
A SS RA eC RNERRERRRR SS ONE 


AIR BRUSH TOOL: Air brush users 
will find a convenient answer to many 
painting and finishing problems. <Auto- 
motive touch-up, photograph retouching, 
artists’ renderings and ceramie decora- 
tions are some of the uses to which this 
new air brush ean be put. This partiecu- 
lar unit needs no compressed air source 
of any kind. It consists of a pressurized 
can that will operate the Wren air brush 
for 30 minutes of intermittent spraying. 
A hose connects the can to the air brush. 
It carries its own material or paint sup- 
ply in an attached bottle. Spray pattern 
is adjustable from round to fan, with 
all intermediate patterns. Directional 
accuracy is good enough to eliminate the 
need for masking in most painting opera- 
tions. Binks Manufacturing Company 


PROJECTO PRINTER: A new two-pro- 
cess printer for making transparencies 
for overhead projection produces sharp 
transparencies up to 914” x 121%” from 
bound books, materials printed on both 
sides or individual illustrations. Ozalid 
Division of General Aniline and Film 


Corporation 
aiesiismen A 


NEW TYPE FACES: Record Gothic 
Extended brings to the Record Gothic 
family of Ludlow typefaces a well-pro- 
portioned wide-letter style in the reg- 
ular weight. Suitable for all forms of 
commercial printing and advertising 
typography. Available in 6, 8, 10, 12, 14, 
18, 24, 30, 36 and 48 point sizes. Ludlow 
Typograph Company 


(continued ) 
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The Most Wonderful Things Happen to IDEA MEN 
who call *COLORTONE PRESS for all their printing 
(Booklets, Books, Pamphlets, Trade Publications, Magazines, 
Newsletters, Newspaper Tabloid Circulars, Posters, Folders). 


*DUpont 7-6800 (Area Code 202) 
PLANT: 2400 17th St, N.W., Washington 9, D. C. 
New York Messenger Service: MUrrayhill 7-6640 




















At three times the price, 
you can’t buy a better luci! L 
SOLD DIRECT ONLY 

with a ten day 
money-back GUARANTEE 

18”x 24” focal plate, C 
17”x23” copy board. 
Four dia. up or down. 
Hundreds sold to the 
nation's top firms... 
never a return! 


19 00 complete with 
Raptar F 4.5 lens 
Send for literature today! 
LUCYGRAF Mfg. Co. 


1929 N. Hillhurst Ave. 
L.A. 27, NO. 1-0637 
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MATERIALS & METHODS 





























SPRAY-TYPE DRAWING TRANS- DRAWING POINT SECTIONS: Koh- 
FER SOLUTION: A tracing eliminator I-Noor Rapidograph individually inter- 
for designers, architects, artists and en- changeable drawing point sections are 
gineers has been developed. This solu- now available in sets of one, three, and : 
tion sensitizes most commercial light- four along with the company’s line of : 
weight illustration papers and_ boards technical fountain pens. The sets are 
regardless of size which, after exposure individually “color-coded” for quick iden- 
and development, provides a permanent, tification of different point sizes (line 
non-smear image for further art process- widths). Designed for those requiring 
ing. West Reproduction frequent change of line widths, the point 


sections are said to be non-clogging and 
easily cleaned. They are especially use- 
ful for drafting, ruling, guide and free- 
hand lettering, tracing writing, and com- 
mercial art work. Each of the seven sizes 
of the Rapidograph drawing point sec- 
tions has an airtight, individually at- 
tached, self-contained reuseable ink car- 
tridge (magazine type), which can be 


ET NNER Ah RRO = aR 
CARD MERCANTILE REVIVED: 


American Type Founders is again casting 
the Card Mereantile type series. Long 
absent from the catalog, Card Mercantile 
has been reintroduced in continuation of 
ATF’s program of periodically reviving 
basic styles in keeping with current de- 





sign trends. Card Mercantile is available easily filled. Koh-I-Noor 
in eap and figure fonts from 6 to 30 
points. Sheets showing the series are ORE RN AR 


available from ATF Type dealers or from 


ATF Type Division. ESTIMATING PRINTING COSTS: 


“How to Use the Offset Estimating Aids,” 





Dee a new instruction manual on using the 
TYPE FACES: The latest edition of tools required to estimate costs of print- : 
“What’s New at The Composing Room” ing jobs, is available from Kimberly- | 
shows 23 fresh foundry types for hand- Clark. The seven-page booklet is de- 
set composition, and seven new machine signed to supplement and clarify “Off- 
faces. The latter include such designs set Estimating Aids,” a combination man- 
as Palatino, Primer, and Akzidenz Gro- ual and workbook first issued in 1958. 
tesk. The Composing Room Kimberly-Clark Jaitacean) 
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duplicate 
transparencies 
any size, any style 
from art, transparencies & negatives 


reproduction quality or 
brilliant display quality 









direct from artwork, 
transparencies & negatives 
(matte or glossy) 
color prints 
any size 









write, phone, wire color slides 






ask for new 
price list wall chart R9 


OF COMPLETE PHOTO SERVICES 


any size, any mount 











from art, transparencies & negatives 
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newll!l 
for busy layout men, 
2-headed designers 
color photostats 
(6-hour service available) 
paper-base or acetate 














































overhead projection 
slides 


full color, b. & w. 
diazo-color 


film strips dye transfer prints 


(masters-duplicates) any size 





color and b. & w. 


: reproduction quality or 
from art, transparencies & negatives 


brilliant display quality 
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BETTMAN ARCHIVE PAMPHLET: 
“World Treasury of Pictures for the 
Graphie Designer,” a 16-page index to 
the Bettman Archive collection of topical 
prints and photos, has been published. 
The pamphlet contains more than 10,000 
picture-categories assembled in the col- 
lection. The Bettman Archive 


TYPE LIBRARY GUIDE: Monsen Ty- 
pographers is offering “A Guide to Better 
Typography,” a 12-page brochure which 
tells how to get the most out of the Mon- 
sen type library. The brochure recaps 
what information is available in the 
books, where to find it, and suggestions 
on how to use it. Monsen Typographers 


EVALUATING PRINTERS: A new 
booklet, “Check Up On Your Printer,” 
attempts to answer such questions as, 
“How do you evaluate a printer’s sales 
staff, technical ability, scope or service ?,” 
and “How ean you tell whether a printer 
is giving you quality control, cost-cutting 
planning, creative thinking?” In a 90- 
point rating quiz, the booklet explores 
the areas that concern those who order, 
pay for, or sell through the printed word. 
Edward Stern & Company 


MATERIALS & METHODS 


























4-IN-1 ENLARGING EASEL: Magnet- 
i¢ positive latching features the new 
Premier 4-in-1 enlarging easel for print- 
ing in the four most commonly used sizes 

8 by 10, 5 by 7, 4 by 5, and 2% by 314. 
Magnetie latching is said to eliminate the 
use of springs, and provides an even ten- 
sion clamp without the possibility of 
breakage. The magnets are of Alnico 
#5, and retain their magnetic strength 
without any loss. Non-slip and non- 
mar rubber feet on both faces of the easel 





provide easy movement and level opera- 
tion as well as ease of lifting. A spe- 
cial white focusing material for critical 
use is provided on the sides of the easel, 
and the all-steel construction provides a 
permanently aligned group of masks. 
The unit’s list price is $8.95. Photo Ma- 
terials Company 


SNOWEAVE SAMPLE PORTFOLIO: 
A new portfolio of printed “idea-starters” 
is available from Peninsular Paper Com- 
pany. The collection is made up of ae- 
tual advertising and promotion pieces 
printed on Snoweave Cover or Text. 
Each sample was selected to demonstrate 
special graphie results through use of 
color stock, duotone printing or other 
techniques. Peninsular Paper Company 
(continued 





sig ATES 





ARTISTS, take a whiff... by using any one or all 
of the 36 professional SPEEDBALL points . . . 
plus 4 steel brushes for large size lettering. Five 
Styles provide any lettering combination . . . 


PRINT 





- ing charts on request for only 


0 
SUCCESS 





allow you to produce drawings with feeling and finish 
that earn immediate approval. Comprehensive letter- 


SPEEOBAL| 


C HOWARD HUNT PEN COMPANY, CAMDEN 1. N. 3... 





eight cents in stamps. » 





Folio Medium Extended 
Roman 8 to 66 point Italic 8 to 66 point 


14 to 66 point 


For specimen sheets write to 


BAUER ALPHABETS, INC., 


305 East 45th Street, New York 17, N.Y. 
MU 6-1761-2-3 





MATERIALS & 
METHODS (Continued ) 


COLOR TINTS BROCHURE: A six. 
page brochure on the Contak line of color 
tints and shading films illustrates the 
different types, patterns and colors which 
are now available. Brochure also de- 
scribes matte finish Mylar sheets, called 
“Matte Tak,” which have a flat finish and 
take typing or writing with India ink, 
pencil or crayon. Chart-Pak 
NT a 
NEW LIQUID GLITTER: A new, easy- 
to-use liquid glitter, called Adglit, has 
been developed. With Adglit, it is pos- 
sible to apply glitter in one application, 
without first spreading on an adhesive, 
It ean be applied by brush, spray, roller 
coater or squeeze bottle. Adglit is avail- 
able in a variety of colors, sizes and 
shapes including stars, crescents, dia- 
monds, and squares. It reportedly will 
adhere to styrofoam, vinyl, acetate, alu- 
minum, glass, wood, plaster, rubber, and 
other surfaces. Adhesive Products Cor- 
poration 
ES 
COLUMBIA TYPE IN 14 PT.: Colum- 
bia type is now available in foundry 14 
point, regular and bold faces. Produced 
by Typefoundry Amsterdam in Holland, 
Columbia offers evenly-balanced design 
and an absence of ultra-thin strokes. The 
availability of the new size is intended 
to increase the font’s versatility and 
adaptability to many design needs. 
Amsterdam Continental Types And 
Graphic Equipment 
i A A 
COLORTRONIC METHOD: A_ two- 


page brochure is available explaining the 
Colortronie method for making Ektacolor 
prints using LogEtronie equipment. Pho- 
tographie samples are included so that 
the Colortronie automatically dodged 
print can be compared with a convention- 
al color print. Colortronics 


(NA TT 
DRY TRANSFER LETTERS: A do-it- 


yourself method of transferring sharp 
and clear letters to any surface without 
the need for cutting and pasting has been 
developed. Alphabets are on a translu- 
cent sheet, in reverse position. The sheet 
is placed, face down, in position on art, 
tracing, plastic, photo or any surface 
that requires lettering on it. Letters are 
rubbed lightly with a small paddle (sup- 
plied with the sheet), transferring the 
letter directly to the art. Available are 
complete fonts of from 90 to 400 charac- 
ters per sheet, in a large variety of type 
faces and wide range of point sizes in 
red, black, white, blue or gold. Sells 
for $2 per sheet. Prestype 
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Plant your ideas 
on the paper that 
helps them grow 


You'll often find new ideas and treatments grow from the right 
paper. Linweave papers. They are available in an unusually wide 
variety of weights, finishes and colors—from glowing Old Master 
tones of deep richness to cool, sophisticated modern tints. Choose 
the one that expresses the mood you seek. See how it enhances 
your design. Always start with the paper you print on—and always 
start with Linweave. 


Start your next Text and Specialty Papers 


job on one of Linweave Della Robbia® — 25% Rag 
these Linweave Linweave® Early American 


uall aners Linweave Text® 
q ty pap Linweave® Spectra 


Linweave Capri® 
Linweave Town Crier Text® 


Weddings, Vellums and Bristols 
Linweave® 100% Rag Parchment 
Linweave Brentwood® Vellum —100% Rag 
Linweave® Drexel® Vellum —25% Rag 
Linweave® Bridal Vellum 

Linweave Chateau® Brilliant 

Linweave Chateau® Vellum 


Bonds and Writings 
Linweave Coldstream® — 100% Rag 
Linweave Fine Letter® — 25% Rag 


This piece was printed on a 23” x 36” 
HARRIS LTP. 2 color press, 4 up—at 
5000 IPM. Colors were applied in 
the following sequence: Brown, Red, 
Green, and Black. Stock is Linweave 
Spectra, Saffron, 26x40—160(320M). 


® 


QUALITY PAPERS / ENVELOPES TO MATCH 


Springfield 2, Massachusetts 


MAA 
DISTRIBUTORS are ready to help yo 


swatch books, dummies, envelope § 
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Engravings by Collier — One of a series 


Jose Luis de Vilallonga 


This three color book jacket 
has been reproduced with 
the permission of Simon 
and Schuster. The art 
director was Frank Metz 
and the production man- 


ager was Helen Barrow. 


COLLIER 


PHOTO ENGRAVING &: 
240 WEST 40™ STREET 
NEW YORK 18, NEW YORK 
PHONE: OXFORD 5-0400 























BOOKS IN PRINT 


Design For You 


This book defines design, discusses the elements 
within it, and indicates its purpose from functional 
and esthetic points of view. The book is written 
in a manner that is especially suited to those in 
introductory design courses. The many ways in 
which it is possible to study, see, produce, or ap- 
preciate organizations of lines, shapes, spaces, 
colors, and textures as they are capable of being 
used in our present-day living are brought to- 
gether to provide a working knowledge of how to 
ereate and evaluate design. Profuse photographs 
of professional and student work, and various com- 
mercial articles currently available develop an 
awareness of good design. 


By Ethel Jane Beitler and Bill C. Lockart, $7.95, 
John Wiley & Sons, Tne. 


Graphic Humor 


A book intended to inform prospective cartoonists 
about the various aspects of the profession. The 
author is a cartoonist, a designer, and an instructor 
in cartooning at New York University. His topics 
include: practical method of cartooning, how to 
prepare art for reproduction, cartoon styles, how 
to develop an individual style, graphic humor and 
ideas, historical American costumes, cartoonist’s 
markets, fine arts and cartooning, and eighteen 
other subjects. 


By Stan Fraydas, $7.50, 
Reinhold Publishing Corp. 


Graphic Charts Handbok 


This up-to-date books shows you how to make 
almost every conceivable type of chart. It provides 
the draftsman with several hundred examples in 
scores of different fields. Indicating the scope of 
the book are its chapter titles. Among them: Basic 
Purposes; Variety of Line Charts; Index Numbers; 
Common Bar Charts; Cirele or Pie Charts; Or- 
ganization and Flow Charts; Three Dimensional 
Charts, Statistical Maps; Pictorial Charts; How 
to Plan and Prepare Slides; Reproduction of 
Graphs and Charts and other thorough presenta- 
tions. 


By Anna C. Rogers. $6.00, 
Public Affairs Press. 





Perspective of Nudes 


Best known for his photographs of London and 
his landseapes and portraits of celebrities, Bill 
Brandt publishes for the first time a selection of 
nudes, a subject which has obsessed him since 1945. 
He uses an old wooden camera with a wide angle 
lens for most of the pictures. Instead of making 
the camera register what he saw, he lets himself 
be guided by the lens and makes use of its acute 
distortion and unrealistically steep perspective. 
Thus the camera produces new anatomical images 
and shapes which his eyes have never observed. 
The result is poetry by photography. 


By Bill Brandt, $7.95, 
Amphoto Books 


Graphis Annual 1961/62 


The best in International advertising art is again 
presented in this 10th anniversary edition. Accord- 
ing to tradition, the Graphis Annual is a compre- 
hensive and selected compilation of current adver- 
tising art from all parts of the world. A foreword 
by Professor Richard Guyatt of the Royal College 
of Art in London discusses the position of the 
graphic designer vis a vis the “fine arts” artist and 
the changes in patronage which have affeeted them 
both . . . a thoughtful analysis of interest to all 
creative people. 


Edited by Walter Herdeg, $15.00, 
Hastings House Publishers, Inc. 


Selections Fram Seed Corn 


The Society of Typographie Arts, the Art Di- 
rectors’ Club of Chicago and the Artist Guild of 
Chicago are combining in a labor of love, the pro- 
duction of a memorial to the late John Averill, 
printer, humorist and artist extraordinary. This 
is to be in the form of a 64- page hard-bound book, 
**Selections from Seed Corn,’’ the house organ of 
his Molehill Press, a one-man operation of great 
prolificacy. Aside from an introduction by Harry 
Owens, a close friend and well-known humorous 
author in his own right, the entire body of the book 
will be reproduced in color from the original pages. 
Limited edition and publication is set for Thanks- 
giving to be ready for Christmas giving. 


Price $4 before publication, $5 after, 
Molehill Press 
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Pep rave Hearts in Their Greatest Test 








wok NO. 5 IN THE CIVIL WAR CENTENNIAL SERIES by STANDARD PAPER MANUFACTURING COMPANY 
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Standard’s Sulgrave Text Antique Laid is the paper selected 
for Number Five in our Civil War Centennial Series. 














* 





Htandard i 


SULGRAVE TEXT 
ANTIQUE LAID 





ITEMS STOCKED AT MILL 











Basis Weight 25 x 38 50 60 70 
I PACKE Weight Sheets Weight Sheets Weight Sheets 
rn cumants Per M to Per M to Per M to 
Grain Underscored Sheets Carton Sheets Carton Sheets Carton 
WHITE 
Cae 100 1600 120 1200 140 1000 
Mess gece ag Bas 102 1500 119 1200 
6 2) eae ; ae Bees 198 800 232 600 
COLORS: 


Granite, Blue, Rose, 
Pink, Green, Light Green, 
Primrose, Yellow, India, 
Ivory, Gold, Tan 





Sere ee tae eis eek 140 1000 
35 x 45.......... ee Kaa cy ES 232 600 

















Another fine paper from the mills of 
STANDARD PAPER MANUFACTURING CO. 


NEW YORK RICHMOND CHICAGO 


PRODUCTION NOTES: Cover painted in tempera on illustration board; illustration in oil on canvas, by Jack Woodson. Sextant, 
binnacle, lantern and other nautical accessories of the period from Mariners Museum. Lithographed 
in four-color process inks on a Harris two-color press at 4500 iph. Ink sequence: Yellow, Black, Blue, Red. 
The paper is Stan ’s SULGRAVE TEXT ANTI E_LAID, White, 35 x 45—232M. Litho in U.S. 
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FOR THE ART DIRECTOR OR DESIGNER . . . PRINT 
shows the paths others are taking. It goes deeper 
than just showing examples . . . it re-creates original 
sources in inspiration as a source of inspiration to 
others. 

FOR THE CREATIVE ADVERTISING EXECUTIVE 
PRINT can help spur and spark creative imagination 


to help him contribute more toward solutions of 








graphie problems . . . and evaluate graphie work 


being done for him more effectively. 





FOR THE MAN ENGAGED IN PRODUCTION ... PRINT 


can help him do his job more effectively by denion- 





strating the systems, methods and thinking of print- 
ers, typographers, art directors and designers ... and 
by showing the newest, most economical and imagi- 
native ways of utilizing the various graphic reprodue- 
tion processes. 


FOR ANYONE VITALLY INTERESTED IN GOOD GRAPH- 
IC ARTS... a gift of PRINT is a welcome gift, for it 


can stir the imagination, stimulate creative thinking, 






help increase insight and income ... and bring new 
pleasure month after month throughout the entire 


year, 
PRINT special Gift Rates cost as little as $5 (a 
saving of $4 under the regular rate) when more than 


Prin& 


2 Ae , : , one gift subscription is given. And with each sub- 
America’s Graphic Design Magazine is: Pp Ret ‘ 
scription, PRINT will send a special acknowledge- 


ment of your gift at the Holiday Season. 
Whether as a business gift, or a personal gift, when 
you give a PRINT subscription for Christmas you 


compliment the good taste of the recipient ... and 


THIS CHRISTMAS GIVE IDEAS, 


INFORMATION, STIMULATION 
your own good taste and judgment as well. 
THIS CHRISTMAS GIVE PRINT. i 
This Christmas, give a gift that means pleasure, ideas 
and inspiration through the entire year... give a 
gift subscription to PRINT. 


Use the handy gift order form below. 
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fach additional 1 year subscription—$5 ' 
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LETTERS TO PRINT 


Federal aid to the arts? 


Regarding your request in the May/June issue for 
response from readers on the question of Federal 
aid to the arts: I disagree with Mr. Lynes position 
opposing Federal aid to the arts on two accounts: 
1. First, it does not appear to me in the least likely 
that public support alone is sufficient to subsidize 
all worthy cultural projects (despite Mr. Lynes 
impressive statistics). Is there a city or town in 
the United States that adequately supports all of 
its cultural enterprises (including potential ones) 
with sufficient vigor to ensure lasting support. I 
doubt it. All experience I have had points to the 
contrary even in cases where communities were 
far above the average in per capita income. Many 
communities give only after crhaustive campaign- 
ing and worry on the part of the organizations in- 
volved. There may be 2,500 community orchestras 
now but with Federal support could we not expect 
this number to double or even triple? 2. Secondly, 
I can see no reason to fear the possibility of arbi- 
trary or one-sided decisions on the part of a ‘‘ Fine 
Arts Council’ if there is to be one. Problems may 
arise but can this negative point of view over- 
balance the positive aspect of supporting innumer- 
able cultural projects which might otherwise never 
flourish? After all, who questions the validity of 
aid to sciences or foreign aid programs? Canada 
has shown that government aid to the arts can be a 
positive stimulus and I believe that we can too. 
Instead of working against all government support 
why not work towards the kind of government sup- 
port that will be positive and helpful to the cultural 
growth of the entire nation? 


Jack C. Schuman 

Architecture Librarian 

College of Architecture & Design 
University of Michigan 


Compliments 


Our compliments on the May/June issue of PRINT. 
Everybody here thought it was very handsome. 


Push Pin Studios 
New York, N. Y. 


Colored Paper 


From your article, **Colored Paper’? by Domenico 
Mortellito, I would very much like to obtain copies 
of ‘*Design and Colored Paper’? and ‘‘Color on 
Colored Paper/Criteria’’ mentioned in the article. 
I also want you to know how much I enjoy your 
magazine and find it a most helpful tool in my 
work. 


Rick Wysocky, Art Director 
Jos. Schlitz Brewing Company 
Milwaukee, Wisc. 


Interest in color 


We have read your July-August Fourth Annual 
Paper Issue with a great deal of interest. We were 
particularly interested in the article, ‘‘Colored 
Paper,’’ because we are instrumental in the design 
and production of an‘‘ Innovations in Color Series”’ 
featuring nine colors of Sunray Opaque Vellum, 
manufactured by the Hopper Paper Company. Our 
interest was heightened by the fact that we were in 
touch with Domenico Mortellito during the prepa- 
ration of No. 2 of the scries, which features a four- 
color reproduction of a Du Pont process subject in 
the centerspread. 


George P. Mack night 
Director of Special Services 
Clare Udell Inc. 

Chicago, Ill. 


A wonderful response 


Many thanks to our readers for the marvelous re- 
sponse to the Fourth Annual Paper issue. To date 
we have received well over 600 cards requesting 
information on the items mentioned in our ‘* Aids 
and Opportunities’? section. A typical response: 
‘“bravo for this service.’’ 

Charles H. Burns 

Art Director 

Nesler Harrison Inc. 

Wise. 
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Comart Associates, Inc., 8 East 52 Street, New York 22, ‘New York. PLaza 3-4130, | 


CONTACT 
MAN... 
OR 


CONTEXT 
MAN? 


When you buy studio art, the chances are that you’re dealing with just one person 
from that studio. A contact man. In effect, that one man represents the whole studio, 
as far as you are concerned. But what is even more important, once he’s back at the 
studio, that one man represents you. Or he should. LJ Just how well he does that job 
depends on the extent to which the contact man is also a context man. L) Webster 
defines context as"...the whole situation, background or environment relevant to a 
subject’. A good contact man must not only grasp the full context of your art | 
assignment...he must also transmit and translate that context to the artists who are 
going to carry out the assignment. For no artist can compellingly interpret your | 
message—if he didn’t get the message straight to begin with! 1) A good piece of art | 
does more than fit and fill a specific area of white space; it also fits and fills a 
specific need for graphic presentation of your story. It is completely “in context”. It | 
reflects the rapport and understanding that comes when you’re working with a context: 
man. (] We at Comart, recognize the need for contact. That’s why we have context. 
men. Another reason why YOU’RE IN THE BEST OF HANDS AT COMART. | 





